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Color sells. 

Better quality color even more. 
And with effective color management, 
the profitability printing color 

brighter than ever for 

newspaper printers like you. 


Color that jumps 
off the page! 


Presteligence’s NewsXtreme and Ink Presetting 
tools with SLP’s Viper thermal and 
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faster, less wasteful 
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Southern Lithoplate, through our 
SLP Strategic Alliance partners 
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Color that matches 
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client-satisfying color quickly, effortlessly. 


Personal service, 24/7 tech 
support, dedication print 


Southern Lithoplate and its Strategic 
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print and your printing profits. 
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New Leaders and 
Time-Honored Tenets 


under leading newspaper 
industry digital future 


received this year for our an- 

nual Under recognition 

turned out anony- 
mous complaint that discrimi- 
nating against older workers only 
writing about young people. 

Not that “25 Over 65” 
interesting story; would. But the letter 
writer (whoever you may be) seems 
have missed the point. 

don’t run this story every year 
some diplomatic effort include 
everyone. It’s not exercise political 
correctness. spotlight the under-35 
demographic (OK, “35 and 
more accurate), because these young 
publishers, editors, advertising reps, and 
managers are the ones who will steer- 
ing the ship when this industry ploughs 
head into the constantly evolving, 
mostly digital future. have any 
hope retaining our own careers, 
need pay attention the ideas 
those who are unencumbered the 
“way things have always been done.” It’s 
not discrimination; it’s just facts. 

The Gen-Xers and Millenials you'll 
read about starting page are in- 
novators. Twenty-four-year-old Marlize 
van Romburgh implemented full-scale 
website redesign and paywall strategy 
based research she performed for her 
senior thesis college. You 
read that the “25 Over 65” feature. 

And while digital prowess, social media 
navigation, and multiplatform content 
creation are indeed top mind for 
many these young professionals, what 
some members the old guard don’t 
realize that the under-35-year-olds 
are just rigorously trained journal- 
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“Any one the 
people profiled 
could your 

boss someday.” 


ism ethics and investigative reporting. 
Thirty-two-year-old Zahira Torres was 
recognized for her lengthy investigation 
and dogged public records requests that 
prompted the removal the local school 
district’s elected board members. 

Across the board, the common char- 
acteristic that unites these young 
professionals their strong work eth- 
ic. Many them earned promotions 
and worked their way the ladder 
simply virtue not refusing addi- 
tional work when was asked them. 
Thirty-three-year-old Adam Sears has 
taken many additional tasks that 
his job title doesn’t even scratch the 
surface everything he’s responsible 
for any given day. Having two 
more job titles and even multiple sets 
business cards common occur- 
rence this crowd. 

you’re upset about all the cover- 
age the darn kids these days, there’s 
good chance this feature for you. The 
stories are inspiring, the specific busi- 
ness ideas can tweaked and applied 
just about any publication, and any one 
the people profiled could your boss 
someday. But don’t worry. They may 
young, but they still keep bourbon 
their office. Some journalism traditions 
never die. —KA 
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Pageview journalism 
the rise 
The Journal News deserves recognition 
for producing the sleaziest digital stunt 
masquerading journalism yet. 

What made the whole episode particularly 
reprehensible was the deliberate confusion 


legitimate news and obvious editorial 
opinion, the clear absence any thoughtful 
deliberation prior publication, and the 
outlandish hypocrisy its perpetrators. 

Ackermann noted (Editorial, February 
2013), the company’s executives immedi- 
ately turned hired guns for protection the 
average person could not readily afford and 
refused questions from all but select media 
outlets. When their reporters call those 
future controversies, they should expect 
and accept the same kind responsiveness 
they provided when their newspaper was 
scrutinized. lifetime reporter, edi- 
tor major metro paper and newspaper 
owner, come believe that readers 
should require the same kind account- 
ability and standards from journalists 
from others positions trust. 

What separates journalism from the un- 
filtered Internet responsible editing. For 
example, Journal News editors believed 
providing gun permits endangers other 
law-abiding New Yorkers, why didn’t they 
assign story and graphic showing 
how many legally permitted guns were used 
violent crimes their neighborhood over 
the past couple years? That’s journalism. 


ROY BODE 
PRESIDENT AND PUBLISHER, HIGHLAND 
LAKES NEWSPAPERS 


Public records are public 
public records are good long 
one unhappy (Editorial, February 
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ILLUSTRATION BY JARED BOGGESS 


2013)? How about real estate tax records? 


the guy arrested for fondling kid? 
Frankly, would like know who 
packing neighborhood. After the big 
Mafia bust Apalachin, reporters 
found out that some the capos had local 
pistol permits. Maybe someone should 
have checked sooner. 

The whole concept journalism that 
the public consists adults who should 
have the information they need oversee 
government. Has there been any real dam- 
age associated with the publication the 
gun owner map? there anyone the 
map who should not have gun? scares 
when publication like E&P says that 
some public info just too hot publish. 


JAY BRODELL 
EDITOR, A.M. COSTA RICA 


The power choice 
How “warmed-over digital fare” Mut- 
ter notes (Newsosaur, February 2013), 
shovelware once called it, interesting 
anybody? The shift the information 
industry isn’t driven lines code, slick 
mobile devices, harnessing the “scary” 
cloud. It’s driven people wanting choices 
and rewarding those who provide them. 

former newspaper editor and infor- 
mation gatekeeper, decided what was 
published, how long the piece was, how 
often was updated between editions, 
whether include one photo two, when 
add local impact national stories, how 
deploy resources, what cover, etc. For 
years, talked about creating customized 
newspapers, but the production process 
prohibited creating products that couldn’t 
mass-produced extremely fast. 

Today, information can updated 
immediately, original documents easily 


published, supporting data transformed 
into searchable tools and embedded, key 
interviews recorded unfiltered for 
other points view featured round 

out understanding issue event, 
dozens images included provide 
more context, and feedback (like your own 
above) included make the content and 
conversation more authentic. And any 

those things can come from pros and 
amateurs anybody who has passion, 
for example, for converting spreadsheets 
school test scores into searchable data- 
bases for their PTA. 

expect speed, accuracy, depth, breadth, 
transparency, opinions, tools, and con- 
tribute point view have one. Now. 
Right now. It’s not news when the content 
filed, edited repeatedly, paginated, 
plated, printed, bundled, sorted, loaded, 
trucked, dropped, and finally delivered, and 
comments sent, received, input, confirmed, 
paginated, and finally published. Mut- 
ter notes, the resulting product simply 


unappealing many, including me. was 


deeply involved those activities for more 
than years some our nation’s finest 
newspapers. I’m not pining for Neverland 
and avoiding adulthood. want choices. 
Too many newspaper companies are too 


slow provide readers/users/advertisers/ 


consumers/communities/me with enough 
meaningful, interesting, and enriching 
choices. It’s debilitating mindset. They are 
competing against the DNA the land 
and Os, which values experimentation, 
failing faster, learning and thriving. 
There future, but it’s right now. news- 
papers change quickly enough, 
then find digital home where 
reward risk and change and need people 
who can think and write and lead. 


DON WYATT 
SENIOR REGIONAL EDITOR/MIDWEST, PATCH.COM 
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Just for 


Kids 

Tokyo Shimbun 
and Dentsu launch 
augmented reality 
app for children 


Yang 


hese days, children are 

more likely reach for 

iPad than newspa- 

per, but Shimbun, 
one Japan’s largest daily news- 
papers, wants put print back into 
their hands. 

With help from advertising firm 
Dentsu, Tokyo Shimbun launched 
augmented-reality reading applica- 
tion called Tokyo October 
2012 that translates the newspaper 
into kid-friendly content. When app 
users hold their smartphone over 
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the newspaper pages, the articles 
become animated with cartoon 
characters, pop-up headlines, and 
commentaries. The free app was 
developed platform Aurasma 
and can downloaded for both 
Apple and Android devices. 

“Tokyo Shimbun and Dentsu have 
long history together, and that 
precisely why they asked join 
the project,” said Dentsu creative di- 
rector Hirofumi Hayashi. “With re- 
gard the Tokyo app, was 
initiative taken the Tokyo Shim- 
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bun team (before Dentsu joined the 
project) with the aim broaden 
the scope creativity for ads the 
Tokyo Shimbun newspapers.” 

Hayashi said the app has received 
positive feedback locally and inter- 
nationally. “The Tokyo Shimbun 
readers who have children grand- 
children are saying, newspaper 
turned into educational tool for 
children,’ and ‘It’s good that 
children get become familiar with 
newspapers ... this service has 
received huge attention from media 
from around the world, and think 
that succeeded conveying the 
Tokyo Shimbun’s innovative spirit 
through this campaign.” 

Advertisers are also utilizing this 
app. “In the October edition, 
created four spaces addition 
the kids’ articles with the fea- 
ture,” Hayashi said. “These spaces 
drew interest among many advertis- 
ers, and this initiative seems 
quite promising new move for the 
Tokyo Shimbun’s advertising depart- 
ment.” promotional video has been 
viewed more than 50,000 times 
YouTube. 

According Hayashi, there are 
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five national newspapers Japan, 
with Tokyo Shimbun being the only 
local newspaper distributed the 
Tokyo metropolitan area. 

“The Japanese newspaper mar- 
ket very unique the sense that 
most the readers subscribe 
their favorite newspapers have 
them delivered their homes the 
morning that they can browse 
and read through them before they 
leave the house,” Hayashi said. “The 
household readership for 2012 was 
percent. However, the figure 
declining compared 2002 
which 109 percent households 
subscribed (to two more news- 
papers). The Japanese newspaper 
market shrinking result the 
aging the readers, and believe 
the situation quite similar the 
U.S. and elsewhere.” 

Hayashi said Tokyo Shimbun and 
other newspapers the country are 
applying technology their pag- 
order enrich their product. 

personally feel that the print me- 
dia companies will looking into 
the possibility utilizing tech- 
nology that can deliver more 
practical and concrete service, rather 
than continuing pursue its enter- 
tainment element,” Hayashi said. 
“There ought fresh dimension 
applying that will unique 
the newspaper medium. believe 
the answer will eventually lead 
the creation new added value for 
the newspaper medium and new 
generation newspaper fans.” 
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DocHive program pulls data from documents 


ollecting data for sto- 

ries can time-con- 

numbers and plugging 
them into spreadsheets but two 
brothers (one editor and the 
other full-time programmer) say 
they have solution. 

Charles Duncan Pardo the 
founding editor the Raleigh (N.C.) 
Public Record, online nonprofit 
news organization dedicated 
local public service and watchdog 
journalism. also part-time 
graduate student Duke Univer- 
sity, where creating his own 
journalism program. 

While covering campaign finance 
returns, Duncan said the small 
news operation encountered big 
problem. The board 
elections filed its returns paper, 
scanned them, and posted them 
online PDF images. 

analysis and said, 
adding that each piece data had 
reviewed and entered into 
spreadsheet hand. The news 
organization didn't have the staff 
budget hire anyone the 
data entry. 

2010, Duncan said and his 
brother, Edward, started throw 
around ideas how solve this 
problem. Last summer, Duncan 
said his brother had “epiph- 
Why not break the images 
into components? 

The two brothers created 
open-source program called 
DocHive, which pulls data from 
documents and enters the infor- 
mation into spreadsheet. Duncan 
said DocHive converts the PDF into 


file, then uses template 
break the page into smaller 


sections. The software uses optical 
character recognition technology 


read numbers and words, and 


inserts them into spreadsheet. 


The user can set the template us- 


ing XML capture whatever data 


needed. 
beta version DocHive was 


released the 2013 Computer 


Assisted Reporting Conference 
presented Investigative 


Reporters and Editors, and the 


National Institute for Computer 
Assisted Reporting. 
the exact target our 


users,” Duncan said. wanted 


get contributors who have some 
great ideas ... was well-timed and 
gave good deadline.” 

Duncan said DocHive can help 


newspapers access data from flat 


image files and save them money 
not having hire outside help 


through the data. will help 


for our upcoming local election 


: 
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Duke University Reporter’s Lab 
managing editor Tyler Dukes and Ryan 
Thornburg, an online journalism professor 
at UNC-Chapei Hill, listen in on a demo of 
DocHive developer Edward Duncan 
the offices the Raleigh Public Record 
September 2012. 
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Mundo turns print 
jerseys into revenue 


opportunity drive revenue, and one 
Spanish-language paper has capitalized unique 
way origami soccer jerseys. 

During the 2010 World Cup series, Mundo marketed 
its print product enthusiastic soccer fans and created the 
jerseys way connect the local Hispanic community 
with advertisers. Located Kirkland, Wash., Mundo 
published every Thursday with free circulation 20,000. 
President and chief executive officer Gustavo Montoya, 
along with his sister and publisher, Martha Montoya, pur- 
chased the paper 2008. 

Gustavo said the Hispanic market Washington scat- 
tered, stretching from the Seattle area the eastern side 
the state. “There are 1,400 points distribution over 
counties,” said. 

Before they became newspaper owners, Gustavo worked 
technology and Martha illustrated cartoon strips, but 
both them knew the challenges the newspaper industry 
faced. Their parents were educators Colombia, and Gus- 
tavo said owning the newspaper way for “their legacy 
continue” and for them “understand the needs their 
community.” 

“We saw high demand for the print form,” Gustavo said. 
“But was frustrating try reach out mainstream 
advertisers have them listen the pitch were trying 
sell.” said many his frustrations stemmed from 
readership that demanded print, but industry that was 
quickly marching toward digital. 

Gustavo and Martha decided show advertisers first- 
hand why they should invest the print product, and 
the duo approached Comcast with proposal that would 
strengthen both the newspaper well the cable pro- 
vider’s brand. 

The interactive print origami soccer jerseys were perfect 
match, Gustavo said. 

Martha said the unfolded jersey consisted full-page 
(front and back), which included front banner, half-page 
the back (visible even the folded jersey), and logo. 


newspapers, sporting events are huge 
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Noticias locales ¢ irternactonaies 


Estas ansiose por que emprece of Munckal? 
Tome este how. arma une carmeseta siguiendo tas 
det 24 de as de ig doe Que van 
nombre, direc: 

profesionaies 


jugadores 
famosos. guayos Giches de los majores jugadores y muchos ovos premaos 
de nuestros 


Que esperas 
Juega a ganar con las Camisetas de le Copa de E] Mundo! 


NUEVA CASACA 


toe “Mexican por 


Custio 
can Cada lade de 


(COMCAST. 


The promotion ran for weeks and highlighted each 
the soccer teams playing the World Cup. Read- 
ers were able send the origami jerseys representing 
the two teams they thought would the finals. Correct 


submissions were entered raffle win free television. 
Two winners were selected. 


Gustavo said the paper’s goal was prove that publish- 
ing can creative, and prove advertisers that there 
value getting their brand name into the hands readers. 
“We accomplished our goal, and were able put 
the spotlight,” said. 

Mundo has since received recognition from the Na- 
tional Association Hispanic Publications for the origami 
jersey promotion. According Martha, Mundo also 
owns the patent, and they have sold the rights few 
other papers that have gone introduce the project into 
their own market. 

seen great interest other sports like baseball 
and basketball,” Gustavo said. “And the World Cup com- 
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The wife Associated Press 
Washington correspondent 
David Lawrence (her name 
given only “Mrs. David 
Lawrence”) poses next 

giant hammerhead shark 
she caught while fishing 
Flamingo Pier Miami Beach, 
Fla. This photo originally 
appeared the April 1923 
edition E&P. 
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Newspaper 


Carrier 
Retires After 


Years 


fter years, 
Bobby Ellis retired 
the end 


2012, independent 
newspaper carrier for the 
Evansville Courier Co., 
Indiana. The Evansville 
Courier Press reported 
that Ellis sold more than 
million newspapers and 
walked more than 150,000 
miles during his employ- 
ment. February, Ellis 
was honored with re- 
ception for his retirement 
and for his 71st birthday 


“Bobby Ellis was the 
best newspaper seller 
Evansville has ever seen. 
knew how sell 
papers. would not take 
for answer, you 
always had buy least 
customer Randy 
Lientz told the paper. 
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New York photo editor 
sues paper for age 
discrimination 


New York Daily News photo editor 
David Burns has sued the paper 

for and retaliatory 
practices,” alleging that was 
overlooked for promotions based 
his age and health issues, accord- 
ing areport Capital New York. 
Burns, 50, alleged Daily News photo 
managing editor Alexander Hitchen 
passed him over for the position 
deputy managing editor because 

his “age and health.” Capital 
ported that Burns had recently been 
prescribed anti-anxiety and blood 


pressure medications. Damages are 
yet determined. 


Freelance 
photographer sues 


infringement 


The Detroit News reported that 
freelance photographer Brian 


Masck has sued several com- 


panies, including Getty Images, 


Sports Illustrated, Champions 
Press LLC, Walmart, Amazon, 


and Fathead LLC, for copyright 


infringement. Masck alleged the 


companies used iconic portrait 
former University Michigan 
and National Football League 
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star Desmond Howard during the 
1991 Michigan-Ohio State game 
without his consent. Accord- 
ing the lawsuit, Masck said 
was Cheated the notoriety and 

money from taking the photo. 
2011, was granted copyright 
the photo, but the lawsuit claims 
name was stripped from 

the photograph. According the 
lawsuit, Heisman pose and 
Brian's iconic photograph which 
captured have both gone viral. 
The name Brian Masck has not.” 

The Detroit News reported Masck 

unsuccessfully tried sell the 
copyright Howard for $300,000 
separate business venture. 


Save 35% color ink usage and cost. 


Free day 
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Protecting 
Your Content 


BurrellesLuce launches new 
content delivery channel 
monetize articles 


ore than publishers, representing 
some 2,500 newspaper and magazine 

titles, have signed new service called 

the Compliant Article Program (CAP) 
media monitoring service provider BurrellesLuce. With 
headquarters Livingston, N.J., the company’s current 
client list includes Advance Publications, Hearst News- 
paper Group, Media News Group, McClatchy Co., and 
The New York Times. 

Created senior vice president content Daniel 
Schaible, CAP rolled out into the marketplace last month. 
Schaible said was motivated start CAP, because 
saw opportunity provide publishers with the ability 
monetize content the article level within the public rela- 
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tions and communications sectors. According Schaible, 
media monitoring and evaluation companies have more 
than 10,000 businesses customers all whom are 
willing pay royalties have access compliant content. 

There are two ways for publishers earn revenue 
through 

First, the buyers purchase access fee, which set 
the content provider. Schaible said the system designed 
for the end consumer select which provider’s content 
they want included their content search. said the 
target have more than 200 licensors representing 
4,000-plus titles available the buyer for aggregated 
access fee around $200 month for all the titles. 

The second way the click-fee: cents charged 
each time link the search results clicked view the 
full content article. Schaible said content provid- 
ers receive report the number users selecting their 
content for searching and the number clicks view the 
content for each title. “It cycle based transparency, 
reporting usage, adjusting fees based that information, 
and expanding the user base,” said. 

added, “Publishers are enthusiastic about this idea. 
goes back establishing basic relationship between the 
content provider and end consumer.” 

Schaible said CAP establishes new model promote 
content. “The consumers want the content. you provide 
them with fair, barrier-free way pay royalties, they will 
pay them. 

“The publishers monetize the content right the article 
level,” said. “This completely separate from any product 
advertising model. It’s the content supporting the content 

and discovering viable way promoting its usage the 
growing area aggregated information consumption.” 

measure the program’s achievement along the way, 
Schaible said, “If see significant adoption rate, get 
percent media monitoring customers sign and 
access the content one way another and pay royalties, that’s 
the beginnings success.” 

For more information, visit burrellesluce.com. 
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Need New One? 
AUTOMOTIVE 
VERTICAL PLATFORM 


your answer! have robust, yet affordable, turn-key solution 
that will put you the seat with your local automotive dealers just 
have already done for hundreds papers throughout the U.S. 


Our entire system designed print publishers, for print publishers. 


AutoConX 


ahead, kick our tires. 
glad you did. 


autoconx.com 800-944-3276 


Publishers and Digital Officers: miss the next /nternational 
Classified Media Association session Cologne, Germany April 17-20. COLOGNE 


our guest, enjoy complimentary registration valued $1,300. 
Please contact rob@dch.com for details. 
icmaonline.org 
ICMA intimate collection publishers and digital media 
ICMA professionals from nearly countries who gather biannually share 
international discuss new market innovations this global, fast-paced industry. 
you are vendor interested expanding internationally 
contact also for this excellent opportunity. 
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Rhodes /Sun-Times Media 


view during the annual Chicago Air and Water Show Aug. 18, 2012. 
U.S. Army Golden Knights Parachute Team’s Fokker C-31A airtraft. 
The plane was climbing altitude feet above the 
beach preparation for the team’s jump. 
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submissions for our Photo the Month. 
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a 


critical thinking 


J-school students and industry vets 
tackle the tough questions 


you have question you would like 
see addressed, piease 
nu.yang@editorandpublisher.com. 


What would your strongest argument for why governments 


America, 

proactive de- 

mocracy more 
effective than reactive one. 
The president’s State the 
Union address was originally 
annual report Congress, 
and although the address has 
evolved into public appear- 
ance and political opportunity 
the decades since, its foun- 


ation shows the practica Junior, University Colorado, 
communication between Boulder 


Audience. Reach. 
Delivery. 

conversation 
about public notices news- 
papers often centers more 
esoteric, abstract concepts 
such good government and 
transparency; noble senti- 
ments, but not ones easily 
sold overworked govern- 
ment officials looking cut 
costs. The best argument isn’t 


appeal altruism. It’s 
that newspapers true mul- 


should continue post public notices newspapers? 


Darrell Ehrlick, 


Editor, Casper (Wy.) 
Star-Tribune 


Ehrlick editor the Casper 


Open discussion furthers the 
effectiveness all areas 
democracy (hence the First 
Amendment). 

essential fourth estate 
the American government, 
one that speaks directly the 
people (as opposed “of the 
people,” like Congress), the press afforded relationship 
similar the one between the three branches. Informa- 
tion is, effect, worthless after relevant period time 
when discussion can made advance the subject. This 
why journalists structure their lives around deadlines 
and report information when use the public. 
Public notices are essential pieces information. 
Government should make use the press’s operation 

fourth estate and subsequent relationship continu- 
ing post such notices for open discussion advance 


timedia companies have 

better reach and audience 
than they’ve ever had. And, 
it’s still growing. 

longer circulation the 
one-and-only indicator 
audience and reach. Through 
our websites, social media, 
and, course, print, have audience that has grown 
exponentially. How many other media can boast that 
the days satellite radio and digital video recording? It’s 
not just that have more audience; it’s that can reach 
out them many platforms and different ways. 
longer our reach static. 

deliver content and engage our audience 
whatever way they’re most comfortable. They respond 
and interact growing numbers. Readers are truly 
invested our content, including public notices. 
also have the most sophisticated delivery systems avail- 
able. Whether job postings, bids, meeting notices, 
work with government reach those interested. 
target the audience. Lectures about good govern- 
ment and transparency are rarely persuasive enough 
when officials face tough budget decisions. That’s why 
must communicate exactly those terms: other 
media offers greater audience, wider reach, and 
better delivery such economical rate. course, 
more people also means more transparency and better 
informed citizens. 


Star-Tribune, 
statewide news source. 
has previously worked for 
newspapers Minnesota, 
Wisconsin, Utah, and North 
Dakota. has taught jour- 


ism and political science. She 
editor and reporter 
Independent, CU’s only 
student news outlet. She 
intern reporter The Greeley 
Tribune northern Colorado, 
and this summer she will 
reporting for The Colorado 
Springs Gazette. 


nalism, written two books, 
and the recipient several 
Lee President’s Awards. 


ramifications where they will use citizens: media 
properties such newspapers. 


the effectiveness all 
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Twitter 


Stats 

2012 


Three countries with the most Twitter accounts were the U.S. 
107 million, Brazil million and Japan nearly million 


23 


The average Twitter user tweeted times 


Twitter projected 

MILLION The most followed brand 
advertising Twitter was YouTube with 
million followers 


accounts were created 
every second Twitter 


revenue 2014 
Source: Mediabistro.com 


Consumer connection newspaper media 


58% people ages have read newspaper print online the past week 
More than 100 million adults visited newspaper website the past month 
Readers spent nearly $10 billion buy newspapers last year 
Advertisers invested $24 billion newspapers 


Source: Newspaper Association America; 
data collected October 2012 
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data page 


Smartphones are most common 


starting point for online activities 


Google study, conducted conjunction with market analysts and Sterling Brands, polled 1,611 people across 15,738 
interactions and nearly 8,000 hours activity during quarter two 2012. The most important device the smartphone 
due its tendency initiate tasks that snowball onto other screens or, Google calls it, “sequential device usage.” 


Browsing the Internet 63% 58% 
Shopping online 65% 61% 
Planning trip 47% 45% 
Managing finances 59% 56% 
Social networking 66% 58% 
Watching online video 56% 48% 


Our time online spread among four primary media 


Average time spent per interaction (minutes) 


Source: marketingmag.com.au 


prefer news stories produced 


professional journalists” 


Based random sampling 1,015 U.S. adults 
(mobile media users and non-users) 


“Professional journalists play 


59 
important role our society 
Based random sampling 1,015 U.S. adults 
OVERALL (mobile media users and non-users) 
30% 
16.3% 16.6% 16.4% 
9.5% 11.7% 10.2% 
AGREE NEUTRAL DISAGREE USERS NON-USERS OVERALL 


Source: 2012 Reynolds Journalism Institute Mobile Media News Consumption Survey 
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Why Paywalls Are Scary 


Attracting new digital readers imperative 


Alan Mutter 


case for paywalls would 

seem compelling: 

Staunch the decline print 

circulation, get paid for 
producing valuable local content, 
and tap into fresh source sorely 
needed revenue time advertising 
sales continue shrink. 

All good? Not necessarily. The reason 
worry about paywalls that they severely 
limit the prospects developing wider 
audience for newspapers time publish- 
ers need more than ever attract 
readers among the digitally native genera- 
tions that represent growing proportion 
the adult population. 

More that moment. First, the background: 

It’s easy understand why close half the nearly 
1,400 newspapers the United States have raced, 
are racing, charge for access their Web and/or 
mobile products. 

typical digital-subscription plan, publishers start 
charging for access their website the same time 
they boost the prices print subscriptions, telling print 
customers that they can use the digital products for free. 
The higher rates, whether customer uses digital access 
not, create revenue windfall the same time the 
publisher can rightfully argue that she has provided loyal 
readers with substantial added value. 

The revenue contribution can significant. 
deftly crafted plan launched the spring 2012, 


NOT 


264/37 


“TC 56% Pair 


LOBAL Time TO BACK 


The Post and Courier Charleston, picked 
nearly $1.6 million new revenues nine months 
putting metered paywall its website the same 
time increased subscription fees, according 
presentation Steve Wagenlander, vice president 
circulation the newspaper. spoke the Newspa- 
per Mega-Conference February, and his presentation 
http://tinyurl.com/pcpaywall. 

Nine months into the Charleston paywall project 
which was billed membership program and cleverly 
sweetened with perks such free tickets theatrical 
performances and the city aquarium pageviews were 
almost high they were when the website was free. 
Gratifyingly Wagenlander and his colleagues, only 


THERE’S NEW THINKING DISTRIBUTION. 


AND NOT MOMENT TOO SOON. 


time unprecedented change, major publishers are relying for delivery 
services. Why? Because operate 365 days year, ensuring early morning, 
same-day delivery. Because we're obsessed with distribution efficiency. 
And because enable you focus what you best: creating 
print publication worth delivering. 


NEERING MEDICINE + INDUSTRY ECOLOGY TECHNOLOGY 
MOVE YOUR STEPS OF 
NEWS 


five the paper’s 65,000 home-de- 
livery customers dropped the print 
product favor digital-only 
subscription. The paper also sells 
25,000 single copies, for total 
circulation 90,000. 

far, good. But here’s the rub: 
Notwithstanding the elegant execu- 
tion the plan, the paper gained 
only 1,437 new digital-only custom- 
ers, sum equal about 1.5 percent 
its overall circulation. 

Although this performance 
roughly equivalent the industry 
average the number digital- 
only subscribers gained pay- 
wall initiative, the modest take rate 
worrisome, because means the 
Post and Courier, like most other 
papers, not attracting nearly 
many new digital readers 
needs to. 

Digital readership matters, because 
digital, not print, represents the 
future for newspapers (and most 
the rest the media, too). Unfortu- 
nately, newspapers far have failed 
attract significant number 
individuals who came age the 
digital age. 

The generational disconnect 
profound. Scarborough Research, 
private company hired newspa- 
pers measure readership, reports 
that percent newspaper read- 
ers are older than 45. The Interna- 
tional News Media Association, 
publisher-funded research organiza- 
tion, reports that the average age 
newspaper readers 57. Although 
newspaper Web visitors are slightly 
younger than the average age 
print readers, Borrell Associates, 
another private researcher, reports 
that the newspaper Web audience 
grows year older every year. And 
all know what eventually hap- 
pens old people. 

Without younger readers 
replace their steadily aging audi- 
ences, publishers run the risk 
losing the relevance and scale that 
will attract advertisers not only 


their print but also their digital 
products. continued loss 
revenue eventually will impair the 
long-term profitability and surviv- 
ability newspapers. 

While paywalls for the moment 
seem doing generally good 
job extracting higher fees from 
loyal readers, the pay schemes that 
keep existing readers inside the wall 
are, for the most part, also keeping 
potential new customers out. 

So, what’s publisher do? Even 
they celebrate the welcome wind- 
fall, publishers should invest their 
digital subscription revenue devel- 
oping new products new platforms 
attract the audience they need 
and their advertisers want. 


word, publishers need think 


mobile. And fast. The ComScore 
analytics service reported its 2013 
marketplace outlook (http://tinyurl. 


that one every 


three minutes digital time now 
spent with smartphone, tablet, 
both once. 

Mobile platforms require entirely 
new types interactive content 
and transactional services satisfy 
consumers who want gather news 
quickly, locate information rapidly 
and share words, pictures, and videos 
ondemand. 

Modern consumers are looking 
for completely different experi- 
ence than you will find behind 
most newspaper paywalls. Charg- 
ing for access something 
customer doesn’t want hardly 
winning strategy. 


Alan Mutter 
newspaper edi- 

Silicon Valley CEO 
and today coun- 
sels media compa- 
nies technology. 
saur (newsosaur.blogspot.com). 


create content that 
gets the results you need. 


NEW SECTIONS 


GREEN 


These sections include: 
pages content, plus tab 
and broadsheet covers 


Fully designed pages, 
press-ready PDFs, text and photos 


Samples pricing 


GreenShootMedia.com 


256-275-4333 
sales@greenshootmedia.com 
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digital publishing 


Hosting 


Masses 


Online comments can 
more than unpleasant; 
they also alter perception 


Rob Tornoe 


uring city council meeting, local residents are encouraged attend and 
let their elected representatives know what’s their mind. But unruly 
citizen begins yell nasty and derogatory comments, she generally 


escorted out the building security. 


For newspapers the 21st century, this often not 
option, and the increased presence unruly commenters 
creates dilemma for editors: How you foster the free 
exchange ideas among local readers online envi- 
ronment without the traditional social norms and self-reg- 
ulation that govern during in-person exchanges? 

When comments take turn for the negative, can 


more than dissuade readers from participating online fo- 


rums. new study published The Journal Computer- 
Mediated Communication seems confirm what many 
have known for long time: Rude and nasty comments 
left otherwise unbiased news stories can alter the way 
readers interpret the news. 

“It’s like the Wild West out there, because there are 
social norms online environments,” said Dominique 
Brossard, professor the Department Life Sciences 
Communication the University Wisconsin-Madison 
and co-author the study. 

Researchers the University Wisconsin-Madison and 
George Mason University tested the impact negative 
comments news comprehension crafting science 
story about nanotechnology, emerging subject not many 
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people know about. The story was shown 1,183 partici- 
pants half them saw the story with civil, interesting 
comments the end, while the other half got the same 
story, but with rude, uncivil comments that included name- 
calling and off-subject insults. 
“What saw was that readers interpreted the story very 
differently, and often incorrectly, based solely the tone 
the comments,” Brossard said. 
Newspapers have always been the business fostering 
exchange ideas and letting readers comment the 
stories the day. Nearly every newspaper has letters 
the editor section devoted this very concept. But most 
cases, online comments don’t have gatekeeper the way the 
op-ed page does, allowing hate and bile spew forth. 
“It’s difficult balancing act you don’t want close 
the door entirely readers, but you have some level 
moderation control the tone the debate,” Brossard 
said. She also said many potential readers interested 
engaging are reluctant, for fear being called names 
getting harassed online. 
Brossard suggested that newspapers look into intelligent 
algorithms and other automated monitoring systems that 


editorandpublisher.com 


can detect the tone individual com- 
ments and help control the direction 
the debate but, the development so- 
phisticated technology expensive, and 
most newsrooms the financial 
position invest such efforts. 

recent years, third-party sites 
have developed commenting systems 
help media companies better man- 
age their online forums inexpensively 
and leverage their online community 
without all the nastiness that can drive 
potential applicants away. 

major player emerge recent 
years Facebook. Using the social 
media third-party authoriza- 
tion system, readers are required 
log the newspaper’s website with 
their Facebook account order 
comment story. The comment 
then appears next that person’s 
real name and chosen profile picture, 
which gets displayed their entire 
social network. The idea that 
requiring readers use their real 
identity, they will more civil, 
they would they were the same 
room the person they disagree with. 

September 2012, The Charleston 
(W.Va.) Gazette switched from 
internal commenting system Face- 
book’s third-party commenting autho- 
rization, mostly because the negative 
tone that comments were taking. 

“We had issues with people creating 
dummy accounts bash other com- 
menters,” said Kathryn Gregory, Web 


What makes the Varnish Paywall unique? 


Fast 
Outstanding flexibility 


and social media editor the Gazette. 
“We got the point where were 
dredging through sludge nasty 
comments just approve good ones.” 

The Gazette’s hope was that, 
switching Facebook and making 
users’ real names public, people would 
put their best foot forward. While the 
switch did cut down racist and 
derogatory comments, Facebook’s 
commenting system introduced its 
own set problems. 

According Gregory, the num- 
ber comments and the breadth 
discussion decreased dramatically 
across the site, although the number 
unique visitors and pageviews 
remained the same. 

lot that because would 
but was the same people,” Greg- 
ory said. “When switched, only 
lost small portion our readers.” 

Facebook isn’t the only game 
town. The need manage online 
communities and their comments has 
led the development many plat- 
forms for publishers choose from, 
such IntenseDebate, Livefyre, and 
Echo, name few. 

One the more popular solutions 
Disqus. Founded 2007, Disqus 
mainstay many popular web- 
sites, such CNN and the London 
Daily Telegraph, for its ease use and 
ability manage large communities 
across multiple stories. 


Unmatched scalability and speed 


Learn more www.varnish-software.com/varnish-paywall 


= dition of No! 


The popular news site Talking 
Points Memo recently switched back 
Disqus after brief experimentation 
with Facebook comments. 

number our verticals, like TPM 
Livewire, can have items 
day, and all those posts have comment 
threads,” said Kyle Leighton, TPM 


associate publisher. “The beauty for 


Disqus those threads work with 
minimum maintenance our side.” 
Leighton said TPM found good 


portion its commenting communi- 
wasn’t comfortable using Facebook 


weigh in, preferring remain 
anonymous. 
Regardless the commenting 


system newsroom chooses, Brossard 
said that with little effort, well- 


managed commenting system can 

still add breadth and understanding 
most news stories. She also rejects 
the notion put forth many reporters 
that newsrooms should remove com- 


ment threads entirely. 


“The genie out the bottle. 
Reader interaction part what 
makes the Web such lively arena for 
discussion,” Brossard said. “The trolls 
will still out there, but they will only 
win let them win.” 


Rob Tornoe cartoonist and 
columnist for Editor Publisher 
and can reached 
robtornoe@gmail.com. 


“The Varnish Paywall surpassed all our expectation 


Christian Editor-in-Chief the online 


wegian 


| 

VARNISH 


article, AdWeek’s Tim 
‘Peterson asked Google senior vice 
advertising Susan Wojcicki 


the most important person adver- 
The staff writer quickly pointed 
business. follow-up report, Business 
spun its own headline: “Google 
its vision for the demise 
~print advertising.” 

Does this really come surprise anyone? 
told AdWeek how she sees dol- 
move out traditional media 
favor online,” wrote deputy editor Jim 
“In response question about how 
chief business officer Nikesh Arora believes 
all spend will switch online five 
years, she said she believed print would continue 
the preferred victim that shift, people 
buying magazines and papers because they 
already own tablets and iPads. that point, all 
Google has wait until advertisers’ dollars 
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RETHINKING 
NEWSPAPERS 
PRINT 


WILL NEVER STOP. 
that big problem big opportunity disguise? 


catch where the customers’ eyes already are.” 

Globally, newspaper readership has declined 
some percent, according industry analyst 
Neil Falconer, managing director U.K. firm 
Print Future. Last year, Google raked nearly 
$43.7 billion more than print advertising 
newspapers and magazines combined (see March 
2013 issue 

Also 2012, Richard Gingras, Google’s head 
news and social products and Boston College 
alumnus (class 1973), made the university cir- 
cuit with stops Harvard and MIT before head- 
ing back west Stanford. With roots television, 
Gingras’ work online services reaches back 
the beginning interactive media the U.S. 
has shaken “old media” likening newspapers 
outdated Internet portals such AOL and Ya- 
hoo. Unless print publishers can adapt the Web 
rather than fight they are doomed, Gingras 
has warned. 

“Sometimes, think folks the news industry like 
comfort themselves thinking that somehow 
going from transition from one point 
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stasis another, and then all 
become cozy again, and can sit 
back and breathe easy for another 
years,” Gingras said October 2012 
seminar Stanford. “That’s clearly not 
going the case things are going 
continue change.” 


threatened 
newspapers, too 

January, Gingras spoke Arizona 
State University, again stressing that 


old models for revenue, content, and 


storytelling need completely 


rethought, rather than merely trans- 
formed, for the news business thrive 
the digital age. “As long one 
thinks transformationally, you limit 
your capabilities because you limit 
yourself,” said. “It doesn’t work. 
Worse than not working, becomes 
self-defeating ... really need 
rethink everything.” 

Gingras’ ASU keynote covered some 
the same ground his speech last 
August the annual Association for 
Education Journalism and Mass 
Communication (AEJMC) confer- 
ence, reported Craig Silverman 
for the Poynter Institute. The Google 
exec shared data that explained how 
the introduction television 1949 
took advertising dollars away from 
newspapers, causing the loss some 
local newspapers. This contraction 
resulted monopoly near-mo- 
nopoly papers that suddenly became 
hugely profitable. 

“They went from fighting for 
dollar having near monopolis- 
tic control over local pricing,” 
said. “They had tremendous distri- 
bution leverage and used their 
fullest advantage. The open distribu- 
tion the Internet destroyed that 
leverage, but the openness the 
Internet also brought the potential 
for many new voices.” 

Speaking earlier this year, Gingras 
said that because the Internet, “the 
underlying distribution technology” 
causing things change “whether 
like not.” Anyone looking cre- 
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ate successful news products cannot 
tied the past, said: “(A main 
problem that) the industry think- 
ing about rearguard action protect 
historical models and historical think- 
ing.” example that thinking 
lack innovation when comes 
story pages online. “It stuns that 
years in, still seeing story ar- 
chitectures mimicking the traditional 
architecture print,” said. 

Instead, Gingras told the audience 
they should develop ideas, products, 
and companies that operate with “zero 
baggage.” Media organizations need 
re-engineer the ways they gather and 
distribute news, and the way they 
business. They need change their 
strategies the rapid pace that the 


digital world changes. 


Gingras also disputed the now famil- 


iar criticism that Google has leeched 
eyeballs and dollars from 
news homepages, thanks its Google 
News aggregator, which turned 
years old last month. Knight Fellow 
David Sarno (Stanford, class 2013) 
reported Gingras said, Google has 
frequently maintained the past, that 
Google News sends billion pageviews 
every month back news sources. 
That means Google supplying the 
news industry with huge number 
“marketing opportunities,” Gingras 
added, “which, frankly, are less expen- 
sive than opportunities you 
found years ago.” 

Still, Gingras acknowledged that it’s 
not easy turn those opportunities 
into profit. News sites are caught 
the middle highly competitive 
market for online display advertising, 
and Google itself now multibillion- 
dollar player the display world. 

There old saying the graphic 
design community: “There’s such 
thing original idea.” For the 
sake printed newspapers, creativity 
had better not dead perhaps it’s 
merely hibernating. 

How does one extract value from 
the many marketing opportunities 
Google and the Internet send 


masse news sites? Whoever has 
the answer isn’t telling, least not 
yet. After all, being first market 
with innovative product idea 
key profitability until copycat 
competitors come along and 
something similar. 


HYBRID 
PRINT 
ANSWER? 
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rowing demand from New: 
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SRI LANKA 


ijeya Newspapers (WNL), 
leading Sri Lankan 
newspaper group, said 


adding six-tower Goss Magnum 
press this month improve color 
capacity weekend titles and meet 
growing demand for Sunday newspa- 
pers. The new press being installed 
this month one the publishers’ 
two print facilities the commercial 
capital Colombo. 

WNL chose invest advanced 
technology well greater pro- 
duction capacity. Totaling units 
configured six four-high towers, 
six zero-speed reelstands, and 1:3:3 
half-page jaw folder, the new 
(single-width, single-circumference) 
Magnum press features 546 
cut-off and will operate speeds 
45,000 copies per hour. will also 
incorporate shaftless drive technology 
well motorized ink keys and ad- 
vanced spraybar dampening and blan- 
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BETTER WEEKENDS 


ket washer technology for improved 
quality and production versatility. 
WNL production director P.S. Wijew- 
ardene said the Goss Magnum press 
percent the plant. “In addition 
increased demand for Sunday newspa- 
pers, our customers are becoming more 
quality conscious, were looking 
upgrade our capabilities with advanced 
technology from Goss,” said. “Choos- 
ing the Goss Magnum press gives 
the confidence that can meet grow- 
ing demands and improve quality 
reproduction and color capacity our 
weekend products.” 
According Wijewardene, the 
investment part company- 
wide quality improvement program, 
representing real opportunity for 
the publisher. “With political develop- 
ments the country, new reader re- 
gions have opened the last 
few years, meaning that run lengths 
have increased and brought with them 


LAYOFFS 


ifty-four full- and part-time employees 
production, press, and mailroom areas 

were laid off last month nine-year- 
old northern Minnesota printing plant owned 
American Consolidated Media (ACM) 
closed March 31. Printing the group’s Hib- 
bing Daily Tribune, Mesabi Daily News, Grand 
Rapids Heraid-Review, Chisholm Tribune 
Press, and Manney’s Shopper moved 
Forum Communications’ new state-of-the-art 
facility Duluth April 

Ken Browall, publisher the Duluth News 
Tribune, called Forum’s million investment 
big step forward the region’s newspaper 
and media business community. 

ACM chief executive officer Randy Cope 


oS 


significant growth potential,” said. 
“As readers continue become more 
discerning, the ability maximize this 
potential coming years will require 
versatile, multipurpose production 
systems incorporating variety pro- 
gressive technologies. For this reason, 
have decided the time right 
take step capabilities with this 
latest press investment.” 

Established 1979, portfolio 
includes the leading title, Daily Lanka- 
deepa, Daily Mirror, Daily FT, and the 
Sunday Times, well Adha, na- 
tional Sinhalese daily paper targeted 
young people encourage new readers. 
Weeklies and glossy magazines are also 
published the three main languages 
Sinhala, Tamil, and English. 


MINNESOTA 


said, “This new technology offers the abil- 
ity improve our printed products while, 
the same time, freeing resources that 
can use improve the digital products our 
advertisers and readers are asking for.” 

This represents the latest cost-cutting 
move Wisconsin-based ACM, which 
owns some 100 newspapers nine states, 
reaching total readership more than 2.6 
million. 2010, Southern Cross Media Group 
Ltd. Australia walked away from ACM, its 
U.S. newspaper group, which was forced 
restructure with lenders that held nearly $134 
million debt. the past few years, Forum 
Communications has shuttered older presses 
Superior, Wis., and Bemidji, Minn. 
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Experience energizing newspaper solutions America East. 


Muller Martini Mailroom will 
hand America East showcase 
innovative technology certain supercharge 
your production—by upgrading the performance 
your current equipment. Stop Booth #96 for first-hand look: 


New for 2013! SLS2000 Exchange Trade older 
SLS, and we'll exchange for completely rebuilt SLS2000— 
featuring SLS3000 technology—all within your timeframe and 


See America East! 


Booth #96, April 8-10 
Hershey, 


Digital Solutions 
Saddle Stitching 
Book Technologies 
Mailroom Systems 
Web Presses 


Upgrades. feeders, grippers, inserters, 
software all feature significant new enhancements that can boost 
productivity. 

SAM. The recognized planning and control system 
seamlessly coordinates information and product flow from all 
areas the operation, from traditional newspaper applications 
the most sophisticated distribution schemes. 


Display. selection SLS2000 rebuilt feeders. 


mullermartiniusa.com 
1-888-2-muller 


MULLER MARTINI 


+ 

Pas. 


production 


C&W DISTRIBUTING 
XINGRAPHICS 
THERMAL CTP 
PLATES 


ingraphics, one the largest thermal CTP plate 
manufacturers the world, has signed new 
distributor partnership with C&W Pressroom Products. 
Research and development teams from both companies 
have been working improve the compatibility between 
printing plates and chemistry for qualitative and 
economic efficiencies. 

C&W offers customers bundled package ink, 
prepress and pressroom chemistry, printing plates, 
blanket wash, and splicing tape help improve 
performance and reduce cost. Technical support teams 
from Xingraphics will working alongside the C&W 
team support plate trials and prepress operations. 


Formulated reduce waste and lower costs 


Synthetic gums improve restarts; saving ink, paper, water and time 
Performance enhancing surfactants dramatically reduce water and 
ink settings, benefit when utilizing modern day inks and plates. 


C&W Pressroom Products: Supplying the print industry for over years 


Fountain Solution Aerosols Gum Solutions 

Additives All Purpose Cleaners Blanket Wash 

Alcohol Splicing Tape Additives 


WWW.CWPRESSROOM.COM 180 East Union Avenue, East Rutherford, 07073 
ph: 201.933.4343 201.933.5016 


orders@cwpressroom.com 


PRICE WHAT YOU PAY. 
VALUE WHAT YOU GET. 


Pacesetter 2012: Modern Neutral Fountain Solution for Cold Set Printing 


AUTOMATED 
STICKIES 


d-a-Note says revolutionizing the newspa- 
sticky note industry with patented, turnkey 
solution applied press and full press speeds 
from continuous web, eliminating postpress equipment 
requirements and application issues. The Pittsburgh-based 
firm provides its application equipment free charge 
qualified newspapers and also prints the Ad-a-Notes roll 
form, without the wax paper backing prior-technology 
sticky notes, eliminating waste and waste removal costs. 
Full-color Ad-a-Notes are available two sizes: 3.5 3.5 
and 3.5 inches, all with sequential numbering op- 
tion the reverse side. The technology also allows printing 
two different notes single roll, with each then applied 
different section front when newspaper prints 
two-around press operating collect mode. 
succeeded our goal provide the newspaper in- 
dustry with automated sticky note program that doesn’t 
require capital investment,” said executive vice president 


Unique chelating agents and 
superior lubricants reduce piling 


Pennsylvania operates Ad-a-Note 


Bruce Barna, who was with Goss Intl. 
for years and more recently spent 
two years with Trib Total Media 
Pittsburgh. “While Trib executive 
director distribution, carriers 
were hand applying sticky notes, 
brought Ad-a-Note, and was 
immediate success,” Barna said. The 
program was such success that 
left Trib join Ad-a-Note. 

added benefit, Ad-a-Note 
can installed all presses. The 
Observer-Reporter southwest 


its manroland MediaMan offset 
press; West Penn Printing installed 
Ad-a-Note DGM 1050 folder; 
the Plain Dealer Cleveland uses 
the system its four Goss Color- 
liner presses; and Trib Total Media 
operates five Ad-a-Note systems 
its five Goss presses Newsliner, 
Universal 70, Urbanite, Metroliner, 
and Community models. 


YOUR 
OUR 


WANTED 

Thinkers, Doers, Creators, 
Entrepreneurs, Intrapreneurs 
APPLY NOW 


Media 


Entrepreneurship 


20-month weekend program for 


working professionals. GRE 


required for admission. 
american.edu/soc/MAME 


TERSITY WASHINGTC 
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the little coupon doing big job newspapers 


Mobile coupon 
software for newspapers 


with service, training support. 


Bring mobile market power 
your advertisers 
and generate new revenue! 


Use our brand white label. 
info@trippons.com 


Local. 


Mobile. Green. 
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the annual AmericaEast Technology 
Operations Conference this month 

Hershey, Pa., keynote speaker Ken Doc- 
tor, news media analyst for Newsonomics and 
Harvard’s Nieman Journalism Lab, will help make 
sense audience and crossover. Among the 
many challenges, Doctor said there good news 
for publishers. will share best practices that are 
beginning form the core next-generation busi- 
ness models. 

titled “Print-based Revenue Ideas: Im- 
proving Revenue from Operations,” print industry guru 
Frank Romano will pick the brains three executives 
who are making money from digital printing capa- 
bilities: Rodd Winscott, president Newsweb Corp., 
which utilizes TKS Jetleader 1500 inkjet press 
capture niche market; Tim Street, operations direc- 
tor Tribune Direct, which employs Kodak Prosper 
Press drive additional revenue; and Ron Sams, sales 
vice president manroland web systems, who will pres- 
ent information related the digital printing and inline 


APRIL 


variable cut-off finishing solution that manroland has 
developed partnership with Océ. 

April session features case study the Colum- 
bus (Ohio) Dispatch, which has converted its newspa- 
per and presses from two-around three-around 
format. This session will review some the 
marketing activities, the actual conversion project and 
recent results the project, reported Joe Gallo, 
executive vice president and chief information officer. 

FNP Printing and Publishing Frederick, Md., has 
won first place for print quality from the AmericaEast 
Print Quality Contest the 25,000 50,000 circula- 
tion category. 


“Judges took certain week and checked the qual- 


ity every day,” general manager William Randall said. 
Criteria included ink laydown, registration, page align- 
ment, photo reproduction quality, and overall print 
appearance. The contest was sponsored Flint Group 
and U.S. Ink. 

The overall Best Show winner will announced 
the conference. 


The Newspaper Association America takes its NAA mediaXchange 
conference Orlando, this month. General session topics include: 


“The Power Preprints” with Steven Wolf Pereira, executive vice president MediaVest 
and lead the Walmart account; and Sandy Lohr, sales vice president Advance Digital 


“The Future Shopping” with Ben Smith, chief executive officer Wanderful Media 
(formerly Find Save); and Grant Moise, digital vice president The Dallas Morning News 


“Why Invest Newspapers?” with Terry Kroeger, chief executive officer Media Group; 
Aaron Kushner, chief executive officer Freedom Communications; and John Lynch, 


chief executive officer U-T San Diego 
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Summer Events 


will meet June the Hyatt ark your calendar: Only 
Regency Hotel and Conference Center about five months remain 
Buffalo, N.Y. early March, printing until the quadrennial 

press manufacturer Koenig PRINT show (print2013.com) returns 
Bauer (KBA) released Chicago’s McCormick Place Sept. 
preliminary figures for 2012, 8-12. The News Print pavilion returns, 
reporting that its operating providing dedicated section for 
profit tripled, and sales printers and production 
experienced double-digit executives. Global automation firm 
growth. For more ABB Inc., with technologies for print- 
information, visit ing systems for newspapers, among 
kbausersgroup.com/annual_events. the exhibitors. 


Regional Production Centers Production Hubs 


need powerful, automated prepress systems designed with 
broad throughput, open expandability, redundancy, 
and affordability standard features... 


PuzzleFlow Delivers 


with scalable workflow solutions for newspapers with small 
circulations like Brooklyn, Michigan (<6,000), the largest 
enterprise production centers like Gannett and CNHI 
functionality, expandability, and economy every level. 


EXECUTIVES 


ASSEMBLE 


MEGA- 
CONFERENCE 


TALK DIGITAL, REVENUE. 
AND EXPE THIS YEAR 


| 
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ewspaper industry lead- 

ers across the country 

came together New 

Orleans Feb. 17-20 for 
the 2013 Mega-Conference hosted 
the Inland Press Association, 
Local Media Association (formerly 
Suburban Newspapers America), 
and Southern Newspaper Publish- 
ers Association. its fourth year, 
the event opened with session 
focused launching digital agency 
services and concluded with how 
build successful modular advertis- 
ing program. 

With program that featured sub- 
jects from audience development 
mobile sales, publishers found solu- 
tions and formed new partnerships 
that may breathe new life into their 
business model this year. 


Strong program 

with results 

According Inland Press Association 
executive director Tom Slaughter, this 
year’s attendance was 531, from 
469 last year. addition, more than 
exhibitors presented their services 
attendees the conference’s trade- 
show room. 

Slaughter said the rise attendance 
suggests people the industry are 
feeling better about the direction they 
are heading. “We had strong program 
with first-rate sessions that people 
found they wanted part of.” 

LMA president Nancy Lane added 
that the conference “filled void 
the industry” for smaller, commu- 
nity papers. 

“Some these papers don’t relate 
the bigger conferences,” she said. 
“With all three these associations 
coming together, feels like home.” 

Lane said more than 100 people 
gathered Sunday afternoon for 
the digital preconference session, 
“Launching Digital Agency Services: 
What can for you and your 
customers,” which signals her that 
important topic for publishers. 

Slaughter also said that the presen- 


tation International News Media 
Association executive director Earl 
Wilkinson, called “Newsmedia Outlook 
for 2013,” was good scene setter.” 
Wilkinson spoke about new revenue 
streams (such local advertising 
networks, content marketing, and 
video) that publishers could embrace 
replace print advertising’s decline. 

Another popular panel was the ex- 
ecutive roundtable featuring Michael 
Klingensmith, publisher and chief 
executive officer Star Tribune Me- 
dia Co. Minneapolis; Larry Kramer, 
president and publisher USA 
Today; Terry Kroeger, publisher the 
Omaha World-Herald and president 
Media Group; and Jim Moron- 
ey, publisher and CEO The Dallas 
Morning News. 

Each executive shared his company’s 
digital and paywall strategy, but was 
Moroney who made the bold state- 
ment that the biggest threat news- 
papers downsizing the newsroom. 
“We need support the scale that will 
give the competitive edge,” said. 

Moroney also said newspapers must 
diversify their sources revenue. “Mar- 
keting services are real opportunity 
for us,” said. the Dallas Morning 
News, focused content mar- 
keting, and huge opportunity dollars 
are flowing into content marketing. 
Our archives are vault value ... 
which will more and more valuable 
the marketing world five years.” 

Kramer said sales representatives 
the local papers owned parent com- 
pany Gannett are selling not only print 
ads, but also direct marketing services. 

“This salesperson does not exist 
our newsroom,” Moroney said, ex- 
plaining that the representatives his 
paper come from outside the compa- 
ny. “They have get turned down 
times week just get one sale.” 

None the executives who currently 
print newspaper seven times week 
predicted reduced schedule for his 
paper the near future. Compare that 
the panel that immediately followed 
with Ricky Mathews, NOLA Media 


Group president, and Jim Amoss, vice 
president content and New Orleans 
Times-Picayune editor, who spoke 
about the company’s digital efforts, in- 
cluding its decision print only three 
times week. 

“It suggests that everyone the 
industry searching for solutions, 
and that monolithic solution,” 
Slaughter said about the dichotomy 
between the two panels. 

New this year’s program was 
the Buzz Session, which industry 
research and development part- 
ners showcased how their products 
and services help newspapers grow 
revenue and improve operations. The 
catch for these exhibitors was they 
only had four minutes speak before 
they were buzzed offstage. 

Buzz Session participant and Wave2 
Media Solutions vice president sales 
Brian Gorman came the conference 
last year attendee and this year 
exhibitor. “(The Buzz Session) 
was chance for get our name 
out there one shot,” said. Visitors 
his booth were “all looking for ways 
very specific way. 

SNPA executive director Edward 
VanHorn said next year, would like 
see the Buzz Session expanded over 
the course the conference instead 
half-day, allow more exhibitors 
participate. 

KPC Media Group vice president 
sales, digital, and marketing Terry 
Ward attended the conference for the 
first time this year. KPC Media Group 
regional newspaper group based 
Kendallville, Ind., with community 
newspapers serving northeast Indiana. 

Ward said came New Orleans 
connect with digital partners that 
could aid him the tablet and mobile 
market. “KPC moving aggressively 
into digital, and want align 
ourselves with the right partners.” 
After attending Mega-Conference, 
said talks with several digital 
companies met the exhibit floor. 


market, Ward said learned how 
approach digital growth the confer- 
ence. “It’s print and digital, not print 
digital. have keep our eyes 
both sides the business.” 

This conference was Aberdeen (S.D.) 
American News publisher Cory Bol- 
linger’s third year attendance. The 
daily publication has circulation 
13,000. 

Bollinger said came looking for 
revenue ideas that would attract new 
audiences and hear about trends 
with mobile and digital. After attending 
the “Hip Square: The Modular 
session presented Leon- 
ard Woolsey, publisher the Times- 
Georgian Carrollton, Ga., and group 
publisher Paxton Media, Bollinger 
said now looking adjusting his 
rate program. 


Positive outlook 

Platinum sponsor SpinGo, company 
specializing event content, attended 
Mega-Conference for the first time 
this year with six team members, in- 
cluding vice president sales Dennis 
Mulcahy. emerging compa- 
that wants make impact,” 
said. “We came really excited 
partners with community papers.” 

Mulcahy said publishers were en- 
gaged with SpinGo’s vision online 
content, and many saw this solution 
way make their community events 
calendar more scalable. result 
attending Mega-Conference, Mulcahy 
said SpinGo signed 200 new sites 
from publishers and their publications. 

AutoConX Systems chief executive 
officer Rob Hage has attended the 
conference for three years. The company 
serves more than 200 publishers and 
provides automotive and real estate 
vertical websites. 

“Publishers are looking for digital 
solutions,” said. “They want 
get return-on-investment, share 
their best practices, and know how 
other publishers are making our 
product work.” 

newspaper partner, Hage at- 


From left right are Minneapolis Star 
Tribune publisher and chief executive officer 
Michael Klingensmith, USA Today president 
and publisher Larry Kramer, Omaha World- 
Herald publisher Terry Kroeger, and Dallas 
Morning News publisher and chief executive 
officer Jim Moroney 


tended the executive roundtable, 
curious see what these publishers 
thought industry trends. 

“Their financial prospect for the 
future was positive,” said. “In fact, 
the entire conference had positive 
outlook, and that has good effect 
our business.” 

SAXOTECH vice president 
business relations John Pukas 
echoed the same thought, saying the 
overall attitude the conference 
was positive. SAXOTECH provides 
integrated media solutions for more 
than 1,000 news organizations 
around the world. 

Pukas said publishers who stopped 
his booth were interested hy- 
perlocal content and audience engage- 
ment. Another hot topic was digital- 
first and print-first strategies. 

multichannel,” Pukas said. “Each 
channel serves the community dif- 
ferent way. serves several purposes 
and different audiences. All that mat- 
ters getting the message out all 
these channels.” 

SAXOTECH also sponsored Mardi 
Gras parade down famous Bourbon 
Street and theme party the French 
Quarter. Pukas estimated least 400 
people attended. said the event 
allowed him talk everyone 
different light, and “it was great seeing 
many positive people” commu- 
nity, social event. 

“It wasn’t doom gloom meet- 
ing,” VanHorn said. “(The confer- 
ence) showed optimistic future 
for newspapers.” 
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Wave2 Media Solutions senior sales engi- 
neer James Allen and vice president sales 
Brian Gorman 


hot? 


Now that this year’s Mega-Conference 


has concluded, what these associa- 
tions, publishers, and exhibitors see 
upcoming hot topics and trends? 
“Publishers will looking how 
enhance their print product and 
get deeper into digital and mobile,” 
SNPA’s VanHorn said. “Circulation 
and revenue will bouncing back.” 
“If 2012 was the year the paywall, 


HAS SOLD 

GREENSBORO (NC) 
58,000 daily circulation 
86,000 Sunday circulation 


MEDIA GROUP 


Dirks, Van Essen 


LANDMARK MEDIA 


subsidiary Berkshire Hathaway 


are pleased have represented 
Landmark Media Enterprises this transaction 


SAXOTECH’s masquerade party featured 
live music, food, and drinks for estimated 
400 people attendance. 


then 2013 will the year the 
digital agency,” Slaughter Inland 
Press said. 

Hage said digital rev- 
enue will continue grow for publish- 
ers, and sees more media companies 
starting offer digital services. 

Aberdeen American News publisher 
Bollinger said instead worry- 
ing about going digital, newspapers 
should worry about being “customer 


4 


News: &RI RECORD _ 


Murray 


manager Ana Manzo and TKS 
sales and marketing director Mike Shafer 


first,” because “customers are always 
hot topic.” 


for the next Mega-Conference, 
LMA’s Lane said the three associa- 
tions are looking six eight differ- 
ent locations, larger exhibit hall, and 
venue with the right price. 

“To see 600 attendees next year 
not out reach,” she said. 

For more information, visit 
mega-conference.com. 


Digital 


Preservation Speaks 


LUMES 


Protect and Share 
Digitally preserve 
your newspapers 

and bound volumes 


The newspaper archive scanning service from 
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look how 
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digital strategies 
are paying off 
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ever driven along the busy Northeast corridor, doubt you’ve been stuck 
traffic the 10-mile stretch Interstate tiny Delaware. While you were sitting 
motionless, you might have caught glimpse the offices The News Journal, Gannett’s 


100,000-plus circulation daily that serves Delaware’s only statewide news source. 


~ 


Web producer Sarah 
editor Patrick Sweet outside the 


The News Journal was one the marketing, which, according pany rolled out 2012, paired with 
first properties initiate Gannett’s executive editor David Ledford, tremendous gains broadcast adver- 
all-access business model, launching testament the newspaper’s reputa- tising revenue thanks the Olympics 
its paywall February 2012. After tion the state’s watchdog. and the presidential election, has 
facing some initial blowback from “Watchdog reporting has always helped Gannett achieve its first year- 
vocal minority angered about having been our commitment,” Ledford said, over-year increase company-wide 
pay for the news online, the News “but it’s clear that readers revenue since 2006. 
Journal has seen tremendous growth much willing support with “Our strategy gaining momentum, 


circulation revenue with mini- their wallets.” 

has also signed more than 2,000 microcosm Gannett whole. The 
digital-only subscribers with little all-access paywall strategy the com- 


our investments are bearing fruit 
and are achieving the results 
expected,” said Gannett president 
and chief executive officer Gracia 
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THE NUMBERS 


Martore. pleased with the 
progress thus far, but, again, are 
only the early innings.” 


Circulation revenue 

way 

During 2012, Gannett introduced 
paywalls across all properties its 
U.S. community newspaper division 
(USA Today not part that divi- 
sion and continues free online). 
Some came online early, like the News 
Journals paywall, which was activated 
February. Others, like the Arizona 
Republic and Indianapolis Star, didn’t 
become active until September. 

The overall effect was dramatic 
increase circulation revenue, which 
rose percent the fourth quarter 
alone, when paywalls were place 
across all properties. also marks the 
third consecutive quarter circula- 
tion revenue growth. 

“We feel that have good model,” 
said Gannett digital news chief Ma- 
ribel Perez Wadsworth. had 
great retention our existing custom- 
ers, good inroads acquisition 
digital subscribers, and have what 
feel winning strategy.” 

But this added revenue did come 
cost. increase subscription rates 
circulation volume drop percent. 
appears many customers simply 
rejected the higher cost. However, 
Martore said the decrease was about 
half what they projected. 

last year’s Newspaper Association 
America mediaXchange confer- 


ence, Gannett community newspaper 
president Bob Dickey predicted the 
company’s paid digital subscriptions 
would worth $100 million 2013. 

Ken Doctor, the news industry ana- 
lyst behind the popular Newsonomics 
blog, said thinks the addition 
250,000-300,000 digital-only sub- 
scribers the end 2013 possible, 
given the number unique visitors 
currently taking advantage Gan- 
nett’s many properties. 

But Doctor also said the number 
subscribers isn’t all that important. 

“The number that important 
circulation revenue,” Doctor said. 
“The money isn’t mainly coming from 
digital-only subscriptions; it’s coming 
mainly from going print subscrip- 
tions and increasing the pricing.” 

you look the numbers, the 
majority circulation revenue growth 
came the form increased sub- 
scription costs current subscribers. 
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Essentially, Gannett raised the price 
for current print subscribers while 
giving them free access the news 
any form they want print, Web, 
mobile. more, Dickey said 
there was evidence that signifi- 
cant number people dropped their 
seven-day-a-week print subscrip- 
tion result the rate hike, even 
though four-day Sunday-only 
options were available that would still 
allow them digital access. 

Doctor said because that level 
loyalty among readers, there plenty 
room increase the cost for cur- 
rent print subscribers moving forward, 
sentiment echoed Wadsworth. 

don’t know many consumer 
products that keep products static 
perpetuity,” Wadsworth said. 
regularly and keeping with the 
full pricing potential and the value 
our products.” 


year’s mediaXchange conference, Dickey 


Bob Dickey 


predicted Gannett’s paid digital subscriptions 


would worth $100 million 2013. 


Gannett community newspaper president 


editorandpublisher.com 


| ‘ 


Digital revenue 

Circulation and the company’s all- 
access subscription model the 
only sources digital revenue growth 
for Gannett. 

Digital operating revenues grew 
$187 million 2012, pushed mainly 
revenue growth job site CareerBuild- 
er. Across the entire company, digital 


revenue was percent year-over- 


year and accounted for quarter the 
company’s total revenue. 

One thing Gannett banking 
Gannett Digital Marketing Services, 
which allows the company offer local 
businesses one-stop shop market- 
ing services ranging from digital 
production search engine optimiza- 
tion and social media marketing. And 
most can done the local level, 
with small businesses that know and 
trust their local newspaper properties. 

“We have deep local market 
edge,” Martore said. “We are 
known and trusted media partner, 
and through our digital marketing 
services business offer broad 
suite digital products and services 
these local businesses.” 

All told, Gannett expects this digi- 
tal marketing arm its business 
generate $275 million $350 million 
annual revenue 2015 and has sup- 
ported its growth with key acquisitions, 
such social media tech companies 
Ripple6 and BLiNQ, and digital circu- 
lar company ShopLocal. 


Broadcast advertising 
While Gannett’s success story with pay- 
walls seems point revenue-bol- 
stering trend, large part 
success 2012 was based two items 
see 2013: the Olympics and 
the presidential election. 
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Gracia Martore 
Gannett president 
and chief executive 
officer 


Revenue growth Gannett’s 
television stations was stagger- 
ing percent. The Supreme Court’s 
2010 Citizens United ruling opened the 
campaign-spending floodgates for inde- 
pendent corporations and unions, and 
both President Barack Obama and Re- 
publican challenger Mitt Romney ben- 
efited from millions dollars private 
expenditures. Most that spending 
went television buys, ironic con- 
sidering most Gannett’s opinion page 
editors are against the type unlimited 
campaign donations and spending from 
which the chain greatly benefited. 
Campaign spending Gannett sta- 
tions weighed $91.2 million the 
fourth quarter alone. 

“During the fourth quarter and for 
the full year, our broadcasting busi- 
ness delivered record revenue and 
profitability,” Martore said. “Our tele- 
vision stations significantly increased 
market share this year, reflecting the 
value their content and format 
gaining new viewers while retaining 
their loyal base.” 

The Olympics also played large role 
that revenue spike. Roughly 
television stations are 
NBC affiliates, which benefited greatly 
from the revenue boost from 2012’s 
London Olympics. the same token, 
Gannett’s first quarter results 2013 
will hampered somewhat the 
shift the Super Bowl CBS, where 
Gannett has just six CBS stations. 

Jim Hopkins, former USA Today 
editor who runs the popular Gannett 


“Our strategy gaining 
momentum, our 
investments are bearing 
fruit and are achieving 
the results expected.” 


Blog (no official affiliation with the com- 
pany), said that what was good for Gan- 
“Even car dealers and furniture 
dealers increase their spending 
2013, it’s not going anywhere near 


what came from political and Olympics 


(advertising) 2012,” Hopkins said. 

Gannett forecasts that total television 
revenue will grow high-single digits 
the first quarter 2013, but that’s 
still from the 45.7 percent 
growth the company saw the fourth 
quarter 2012. Hopkins said the 
trouble will come for Gannett the 
third quarter 2013. 

“Starting around this summer, Gan- 
nett going start experiencing 
bad comps (comparisons),” Hopkins 
predicted. “Which means come third 
quarter, their numbers when com- 
pared against the numbers 2012 
going look good.” 


Print declines 
narrow 

Continuing well-known trend, Gan- 
nett’s print advertising revenue the 
company’s single largest source 
revenue fell percent the fourth 
quarter 2012 $658 million, 
down from $671 million year ago. 
However, this was the smallest print 
advertising decline for Gannett over 
its last eight quarters. For the year, 
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print advertising revenue was down 
6.2 percent $2.36 billion. 

Gannett far from alone this 
decline. According the NAA, print 
advertising revenue for all U.S. news- 
papers dropped the third quarter 
2012 6.4 percent $4.5 billion. 

lot the strength (in the fourth) 
quarter was from television, and that 
was really driven political advertis- 
ing, which around next year,” 
Doug Arthur, media analyst with 
Evercore Partners, told Bloomberg 
News. “Newspaper profitability was 
little disappointing relative trends 
and expectations.” 

Gannett seems weathering the 
decline print advertising better than 
many its competitors and growing 
revenue along multiple digital streams, 
rather than depending digital 
sales make for the loss. Still, con- 
sidering publishing revenues make 
the largest portion the company’s 
total revenue, there room for concern 
the company can’t grow other areas 
digital growth match exceed the 
loss print advertising revenue. 

The shift toward digital most 
noticeable the percent the com- 
pany’s revenue coming from print ad- 
vertising and circulation. According 
numbers provided Hopkins, print 
advertising and circulation accounted 
for percent Gannett’s total 
revenue back 2006. 2012, print 
advertising and circulation accounted 
for only percent total revenue. 


USA Today 

USA Today continues the 
company’s most popular news site, 
averaging more than million unique 
visitors month. USA Today also has 
one the top news apps, with 17.4 mil- 
lion downloads across mobile devices. 
But both the website and app are free, 
and it’s been challenge for Gannett 
monetize the USA Today brand outside 
national print advertising, market 
that quickly moving toward digital 
opportunities that can reach custom- 
ers more targeted way than USA 


display print ads can provide. 

Unlike The New York Times The 
Wall Street Journal, USA Today 
propping paywall anytime soon. 

don’t want charge (online) for 
USA Today right now; don’t think 
the right thing do, and there 
much national news out there,” said 
Larry Kramer, president and publish- 
USA Today, who joined Gannett 
May 2012. think would lose 
more than would gain.” 

One thing that has been success for 
beleaguered core product 
its unique website, redesigned 
2012 give users more tablet-like 
experience. According Wadsworth, 
the site getting high marks from 
readers, and plans are under way 
roll out similar template across all 
Gannett’s newspaper websites. 

“While may not exactly what 
you see USA Today’s template, 
surprised it’s close,” 
Wadsworth said. 

One way the company attempting 
leverage USA Today’s popularity into 
new revenue stream USA Today 


don’t want 
charge (online) 
for USA Today 
right now; 
don’t think 
the right thing 
do.” 


Larry Kramer 
president and publisher USA Today 


Sports Media Group. Established 
August 2010 and run separate 
entity, the group pools all the sports 
content created USA Today with all 
the local content produced Gannett’s 
community newspaper properties and 
broadcast stations, well digital 
properties such highschoolsports. 
net and mmajunkie.com. The group 
also made strategic acquisitions help 
grow revenue recent years, purchas- 
ing Big Lead Sports January 2012 
and sports photography syndicate 
Presswire, which became USA Today 
Sports Images December 2012. 

All this the hopes leveraging 
huge audience, nearly million unique 
monthly users, advertisers looking 
reach sports enthusiasts scale. 

Gannett predicts that 2015, USA 
Today Sports Media Group will 
among the top five sports media com- 
panies the country with more than 
$300 million revenue, expectation 
that Hopkins called “jaw-dropping.” 

can think only three (Gannett) 
properties that generate more than 
$300 million annual revenue,” 
Hopkins said. “USA Today itself, the 
Arizona Republic, and CareerBuilder. 
And that’s counting all CareerBuilder’s 
revenue, even though Gannett only 
owns percent the company.” 

Doctor said Gannett’s drive toward 
third major revenue source, whether it’s 
USA Today Sports Media Group its 
digital marketing services, will deter- 
mine the company’s long-term success. 

“If got revenue declines and 
circulation revenue increases meeting 
zero, still going need third 
fourth strong business get the 
goal sustainable revenue growth,” 
Doctor said. got find that 
top-line revenue growth, and that’s the 
key Gannett.” 


Rob Tornoe cartoonist and 
columnist for Editor Publisher 
and can reached 
robtornoe@gmail.com. 
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Generate More 
VisionWeb Mobile gives your sales reps the capability 
increase sales and generate greater profits 
Professional selling starts 
with the right tools ... 
adv.and financial history their fingerti 
Provides full CRM company-wide 
functionality 
Facilitates field remote order entry 
artwork transmission 
Handles tracks Multi-media sales packages 
Provides live instant wireless access newspaper database 
Increases cash-flow with direct remote payment entry 
Vision Data 
One-Stop supplier software solutions for today’s progressive publisher 
Vision Total Advertising Systems/Vision Total AP-GL/VisionWeb Suite 
Vision Total Circulation-Distribution Management System 
Vision Total Page Layout/Pagination 
Strong Accounting Driving Marketing. 
www.vdata.com sales@vdata.com 518-434-2193 


TOOLS, TECHNOLOGY, AND MEDIA CONTINUE EVOLVE 


the pace change and innovation quicken, often seems 

that newspapers must reinvent themselves nearly constantly 

just keep up. The challenge may overwhelming 

times, but the good news that we’ve all been doing this 
for while now. have collection successes and failures under 
our belts, and (hopefully) have solid idea what works for our 
respective markets. Most have even stopped using the phrase 
“new media” describe anything produced computer. 
We’re making progress. 

The New York Times’ paywall has been for two years, and 
many other newspapers have followed the Gray Lady’s 
footsteps. Others, such Digital First Media, keep their 
content free online and woo advertisers with large readership 
numbers. Advance Digital notably reduced print schedules the New 
Orleans Times-Picayune, The (Syracuse) Post-Standard, and others 
effort cut costs and focus digital initiatives. These high-profile 
examples serve instructional tools for the rest us: showing 
strategies can choose adopt ignore, based our 
needs publishers. 

Our annual section dedicated digital opportunities sort 
industry water cooler print. catch with papers 
around the country and check see how their digital 
are progressing. find out what’s working, 
what’s trending, and where can expect technology 
take next. 


OPPORTUNITIES 2013 


DAILY 
ADVERTISING THE 21ST CENTURY: 


Case study Newport News, Va.’s Daily Press 
Wayne Dawkins, Mavis Carr, and Joy McDonald 


much the 20th century, 
American daily newspaper 
revenues came primarily 
from advertising, and that 
advertising revenue subsidized the 
newsgathering work journal- 
ists who remained distant from the 
business operations. But 
the end the first decade the 21st 
century, that advertising model was 
critically injured the digital revolu- 
tion that instilled across-the-board 
changes the habits readers, 
consumers, and advertisers. 

Yet, does steadily declining newspaper 
advertising mean the print medium 
near death? Innovators the Daily 
Press, Newport News, say “no.” 

Leaders the Daily Press 
medium-sized local daily where 
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advertising revenue used cover 
much percent production 
cost cite evidence that Sunday 
readership has trended thanks 

part the paper’s distribution 
content across multiple platforms: 
print, online, and mobile. Surpris- 
ingly, many consumers still hold close 
old conventions such sectioned, 
broadsheet newspapers. 


Until the rapid expansion digital 
media, hometown newspapers 
always been home sweet home for 
local advertisers. When local busi- 
ness needed promote upcoming 
event, holiday sale, weekly spe- 
cial, the newspaper was one-stop 


solution provider. Today, attractive 
websites are frequently the destination 
choice for advertisers seeking 
promote their goods and services 
ever-expanding audience. 

Conscious the need remain 
top-of-mind for advertisers, the Daily 
Press decided focus its advertising 
strategy bolstering its readership, 
increasingly difficult proposition 
audiences become easily distracted 
the latest technological shiny thing. 

The Daily Press’ first online ef- 
fort, dailyxpress.com, launched 
1995 when frustratingly slow dial-up 
Internet connections sorely tested 
online readers’ patience. Those who 
suffered through the wait for content 
appear low-resolution computer 
monitors were rewarded with the 


DAILY NEWSPAPER ADVERTISING THE 21ST CENTURY: 


Web version local humor column 
called “The Online Adventures Ken 
Glenn.” Later that same year, the 
pioneering Web venture 
expanded offer local news, weath- 
er, sports, and entertainment its 
newfound digital readership. 

Reader behavior has changed dra- 
matically since those early days the 
Web. 2011, Daily Press circulation 
averaged 62,010 daily and 90,622 
Sunday, compared 95,000 daily 
and 115,000 Sunday the mid- 
late-1990s, with much that traffic 
shifting the company’s online por- 
tal. 2011, dailypress.com averaged 
314,000 unique visitors and 8.5 mil- 
lion pageviews every six months. 

Despite readers’ wholehearted shift 
the Internet, newspaper adver- 
tising continued sold the 
traditional manner. Approximately 
percent advertising revenue 


comes from print, regardless the 
whirlwind changes taking place 
consumer behavior, organizational 
structure, and seasonal demands that 
test the patience advertisers. 

the Daily Press, was once com- 
mon practice for automotive adver- 
tisers sign 52-week contracts 
maintain their visibility consum- 
ers’ busy lives. After the Great Reces- 
sion, national advertisers, who were 
thought have bottomless pockets, 
were hesitant make such exten- 
sive commitments their coffers 
for return-on-investment depen- 
dent skittish, budget-conscious 
customers struggling pay their 
bills transitory market. This has 
resulted the proliferation much 
shorter 30-, 60-, 90-day adver- 
tising contracts, which turn may 
explain why print editions during 
the holiday season are still bursting 


the seams they were the pre- 
Internet era. 

Sales fluctuations are the order the 
new day. “Advertising more vola- 
tile,” said Amy Powers, Daily Press 
vice president advertising sales, 
“and (the highs and lows advertising 
sales) are more pronounced.” 

the previous advertising climate, 
business owner wanted place 
she called the newspaper and spoke 
sales rep who obediently took the 
order and scheduled its insertion into 
the section choice. the early days 
the digital media boom, little 
advertising was sold online, the on- 
line advertising model was still evolving 
and had not yet proven viable. 

During speech Hampton, Va., 
winter 2006, Tompkins the 
Poynter Institute said newspapers sold 
online advertising rate cents 
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for every print revenue. month 
later, March, Tompkins said the 
gap had widened cents online for 
every print advertising revenue. 

While newspapers may have hesi- 
tated leap into the online arena, this 
decade has proven that waiting take 
action can just detrimental the 
bottom line taking action all. 
The Daily Press made the executive 
decision charge forward into the 
digital realm, cognizant that doing 
could mean risking virtual implosion. 

With the ethos “innovate daily, 
fail quickly, and move on” spurring 
the advertising and marketing 
departments, the company went into 
hyper-brainstorming mode 
attempt everywhere the cus- 
tomer is. Gambling that its innovative 
strategy would increase advertising 
revenues, the media company now 
produces content and ads multiple 
platforms, including laptops, mobile 
phones, and tablets. 

email, Powers said, “The Daily 
Press advertising department follows 
the SMARTER (specific/measurable/ 
attainable/relevant/timely/evaluate/ 
re-evaluate) planning model. the 
corporate level, the company’s mul- 
timedia sales leaders focus these ar- 
eas across the organization, pairing 
with strategic planning methods that 
are initiated each business unit.” 


Sixty miles the north, the Rich- 
mond Times-Dispatch pulled out all 
the stops well, initiating strategy 
reminiscent the old “throw spa- 
ghetti the wall and see what sticks” 
game plan. 

Refusing limit itself static 
online ads, the strategy 
was all-encompassing and, times, 
frenetic, according Mair Downing, 
former online media director Media 
General and production manager 
the Times-Dispatch. “Basically, 
the strategy wasn’t digital was 
everything,” Downing said. Today, the 
Times-Dispatch employs multimedia 
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advertising salespeople, capable 
servicing clients all platforms. 

newspapers vied for reader at- 
tention and advertiser loyalty, print 
advertising formats also received 
makeover. used them all,” 
Downing said, “wrappers, spadeas, 
Post-Its (also known stickies), bags, 
unique placements, custom designs, 
big Sunday pushes, special sections, 
and the like.” 

the Daily Press, print formats 
have expanded include 21- 
21-inch double truck and lower-right 
front-page jewel box ads (4-inch 
square) search the right mix 
capture advertising revenue. 

Still striving “provide the printed 
word your doorstep” matter 
the medium, Powers said she knows 
firsthand the challenges that beset 
information providers catering in- 
creasingly finicky customers. Though 
the newspaper can longer limit 
itself being just “the newspaper,” 
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must continue hold fast its 
pledge delivering what its custom- 
ers demand. According Powers, 
the burning question that keeps her 
awake night is, “How super- 
serve the customers that need for 
news and information?” 


With the rapidly changing advertising 
landscape, being nimble and highly 
diverse essential cutthroat 
market where fighting tooth and nail 
for consumer dollars the new norm. 
meet demand, many newspapers 
have transitioned multimedia news 
companies and adopted consulta- 

tive sales strategies attempt 
reverse the advertising slump. This 
especially true for companies that still 
reap much their advertising revenue 
from automobile, real estate, and 
employment verticals. 

Cognizant the fact that gaining 
trust can result signed 
multi-month contracts, multimedia 
sales reps must well versed mar- 
ket demographics, the client’s com- 
pany profile and target audience(s), 
well thoroughly understand the or- 
ganization’s sales objectives. Acting 
client partners, opposed merely 
points-of-contact, the reps collect 
necessary information and take com- 
plete inventory their partners’ needs 
before matching them with available 
media resources and creativity. They 
are then able create effective and 
engaging campaign that successfully 
reaches clients’ objectives. 


Wayne Dawkins, Mavis Carr, 

and Joy McDonald are assistant 
professors Hampton University 
Scripps Howard School 
Journalism and Communications 
Virginia. Send email 
mavis.carr@hamptonu.edu, and 
hamptonu.edu. 


ttention spans the digi- 

tal age often seem max 

out 140 characters, and 

publishers can eager 
match this trend, producing cheap 
content that’s easily read and easily 
discarded favor the next article. 
This leaves many readers and writ- 
ers longing for more. 

Thankfully, the same digital revolu- 
tion that spurred the move toward 
short snippets information has also 
made possible share long-form 
journalism entirely new format. 
E-books are becoming increasingly 
popular way for newspaper publishers 
share longer articles capitalize 
demand for niche content. 


Publishers’ 
Love: 


Additional revenue stream satisfies 
reader demand for long-form stories 


THE NEW YORK TIMES 


partnership with startup company Byliner, The New York Times 


publishes original narratives written journalists and available 
Kindle, iPad, Nook, and Kobo for between $1.99 and $2.99. The 

Times also offers curated selection articles from its archives 

e-singles. 


THE DENVER POST 
The Denver Post’s e-book strategy line with the content strategy 
across its parent company, Digital First Media: free access for read- 


ers supported advertising. The paper has dual strategy both 


repurposing old content and creating new content specifically for the 


e-reader platform. has already had success with winter ski guide 
and collection the year’s best photographs, with more substantial 


efforts planned. 


THE BOSTON GLOBE 
The Boston Globe using e-books way sweeten the deal for 
subscribers. addition getting the newspaper print, digital, 


and mobile, subscribers also receive the G/obe’s proprietary e-books, 


which include cookbooks, historical coverage the Boston Red Sox, 
news features such its series the Whitey Bulger story. 


THE GUARDIAN 


Across the pond, The Guardian gaining traction with its e-book 


project Guardian Shorts. Available content mix original work 
Guardian journalists, and archived material range subjects. The 
shorts are popular that the Guardian has launched essay writing 
contest for writers who would like published the series. 
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address, the Super Bowl) droves, 
but they aren't just keeping track of what’s 
hag ng on TV. They're checking their 
St phones and tablets for even more news 1 
J , nomenon known to mobile marketers as the | 
second These viewers hyper-con- 
\ 3 THE ONDINE MEWS AUDIENCE nected, engaged, informed — are coveted 
iS STILL GROWING. among advertisers. 
Last year, the number of average monthly 

«} EEE. OV ERTISING IS GROWING FASTER increased 7 percent, according to data from 

FORMS ADVERTISING. comScore. Newspaper websites account for the Pew Center’s survey, percent 

According the Pew Research Center’s those top most-visited news sites. respondents said they get their from 

annual State the News Media report, total social media. Social media usage was unsur- 

digital advertising (including mobile) rose TABLET AND SMARTPHONE OWNERS prisingly heaviest the 18-to-24 age bracket 
$37.3 billion 2012, (34 percent), but was high among 
r prior. However, that digital According to the Pew Research Center, 30- to 39-year-olds (30 ENED f these i 
a =: continues to be mobile users do not replace one platform percentages. are an increase over the year | 
which takes $15.4 with another, rather, they spend more time before, showing that social media continues 
the consuming news than they did before they footing go-to news source 
owned their mobile device(s). tablet 

TARGETED DISPLAY EXPECTED owners surveyed, percent said they 

DOMINATE LOCAL ONLINE ADVERTISING. consume news on their smartphone, 77 per- 

Googie may be the current king online, but cent get news on their computer, 50 percent Because viewers are watching so many on- 

Borrell Associates predicts that targeted get news print, and full quarter said they videos, video advertising has 
pass search the the main consume news all four percent year-over-year according 
cal digital advertising within the far the 
ears. Targeted dispiay ads are THE “SECOND highest growth 

as they AKEY AREA OF OPPORTUNITY. forms of advertisi 

nity drive online revenue. 
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SAXOTECH 


Phone: (813) 221-1600 
Email: info@saxotech.com 
Website: SAXOTECH.com 


Who Are 

SAXOTECH, leader con- 
tent management, circula- 
tion and audience solutions, 
dedicated helping 
media companies meet the 
current and future chal- 
lenges publishing the 
digital age. Our solutions are 
used more than 1,000 
news organizations around 
the world, including some 
the most successful publish- 
ers today. 


Benefits 

Media Companies 
SAXOTECH provides cost ef- 
ficient solutions for new 
business models based 
multimedia, multi-channel 
consumer interaction. Our 
scalable, easy-to-implement 
solutions are used plan, 
create, edit, design and pub- 
lish content online and 
print. 


TECH 


| 
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Why Companies Choose 

For years, only focus has been create business value for our cus- 
tomers. The business our customers content creation and distribution 
through print and digital channels. Our employees have extensive software indus- 
try experience and many have media industry backgrounds. Each employee 
SAXOTECH understands the nature news production and works ensure that 
publication deadlines are met.We know your business. 


How Are Different 

Through combination transformative technology and unparalleled expertise, 
provide full range scalable, easy-to-implement solutions publishers need 
streamline print and digital operations, centralize reporting and content aggre- 
gation, and free newsrooms focus what they best. 

SAXOTECH Mediaware Center one the most comprehensive multichan- 
nel media solutions available today, bringing both print and digital publishing to- 
gether profitable ways. 

SAXOTECH Online provides the ability create, edit and present information 
through multiple digital channels from single point administration. 

SAXOTECH Circulation and SAXOTECH Directory Publishing Center support 
the increasing demands placed publishers retain and increase subscribers 
and maximize local revenue opportunities. 

SAXOTECH Connect provides the targeted delivery content and advertising 
site visitors based upon their readership habits and profile data increase 
readership and generate new revenue streams. 


Testimonial/Current Clients 
“We have felt through the selection, purchase, implementation, training and 
launch processes that made the right choice for our content management sys- 


are looking forward excellent partnership going forward 


tackle the product innovations, creations and modifications needed compete 
our ever-changing news and advertising marketplace.” 
Larry King, vice president, news and content, Omaha World-Herald 


are very excited about our partnership with SAXOTECH, which provides the 
platform dynamically deliver local news and information our readers using 
state-of-the-art multimedia tools. Our new site will more user-friendly and in- 
teractive, allowing build closer relationship with our readers.” 

Timothy Dwyer, executive editor, The Day 
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connect 


Meet Sally. 


How well 
are you 
reading her? 


Drive more traffic. Get more page views. Improve conversions. 
Track engagement. Heighten user experience. Boost click-thru rates. 


Increase advertiser ROI and CPMs. Generate more revenue. 


SAXOTECH 


302 Knights Run, Avenue, Suite 42D 
Tampa, 33602 USA 9000 Aalbo org, Venm 


Tel: 221-1600 Fax: 221-1604 4200 Fax: +45 


digital 


Europe, Inc. 


Address: 3550 George 
Busbee Parkway 
Suite 300 

Kennesaw, 30144 
Phone: 770 420 1100 
Fax: 770 420 5558 
Email: 
info@ccieurope.com 
Website: 
www.ccieurope.com 


Why Companies 
Choose 

Some the world’s most 
important news publishers 
have chosen order 
pursue truly cross-media 
strategy media land- 
scape that requires agile and 
time-to-market product de- 
velopment not least within 
digital media. Creating, edit- 
ing and publishing con- 
tent for both print and digital 
media are carried out within 
NewsGate enabling editorial 
focus the story 
and not the technical 
hassles serving content 
different media. 

With the technology 
Escenic fully integrated ina 
CCI NewsGate solution, 
unique editorial content 
management solution 
bringing together two best- 
of-breed solutions avail- 
able for flexible and efficient 
multi-channel publishing. 


NewsGate 


consolidating editorial operations centralized system architecture, news 
publishers gain efficiencies and provide collaborative platform enabling sharing 
information, content and resources across corporate entities. Through mix 
template-driven and manual design work, creative resources the newsroom can 
deployed where they meet market demands most efficiently. 

Entering into project with not only about purchasing piece techno- 
logy; typically part important strategic decisions relating the market 
and the ways which editorial work should organized implement these 
decisions. this context, often called upon provide consultancy based 
the company’s long experience the business. 


How Are Different 

differentiates itself the market providing the most efficient handling 
editorial workflows corporate context including sophisticated tools for collabo- 
ration and sharing content and addition, renowned for being 
dedicated project partner that through close collaboration with its customers 
willing the extra mile bring projects successful conclusion. 


Success Stories 
The McClatchy Company, the third largest newspaper company the United States, 
has deployed NewsGate data center solution supporting highly flexible and 
efficient collaborative working environment across physical locations including 
shared desks and shared production units. 

Axel Springer, largest newspaper publisher, has deployed News- 
Gate solution for the WELT Group BERLINER MORGENPOST support truly inte- 
grated newsroom and online-first publishing strategy. 


Testimonial/Current Clients 

Jim Moroney, Publisher and Chief Executive Officer The Dallas Morning News (A. 
Belo Corporation), said,“Upgrading CCl NewsGate, with their collaboration with 
Escenic, helps integrate the workflows publishing daily newspaper while 
continually updating wide array digital platforms, improving newsroom effi- 
ciency. Ultimately, allows provide our readers with more engaging and seam- 
less experiences and offer our advertisers the flexibility they need reach those 
pleased work with CCI and Escenic there are better con- 
tent-management partners the publishing industry.” 

Carlos Safini, ClO Infoglobo, part Brazilian media giant Globo Organiza- 
tions, said:“We were looking for solution provider with proved experience com- 
panies with size, organization and market approach similar the 
technology side, three aspects were particularly important user interface 
must intuitive use and simple teach, the core system must robust, well- 
architected and stable and the editorial content management system must easy 
integrate.” 


“We should mobile, because this 
basically where you can make the best 
out your content today.” 


Bernard Marchant, CEO, Group 


See the 
www.ccieurope.com/marchant 
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ICANON Associates Inc. 


Product: Newzware E-mail: 
Contact: Gary Markle sales@icanon.com 
Phone: (800) 544-4450 Website: 


Fax: (214) 822-5523 www.newzware.com 
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Who Are 

ICANON Associates, Inc. was founded 1990 Systems Integration Com- 
pany and privately held. Since its inception, the primary focus has remained 
with customer service and data management with honors 
these principals with its employees and partners providing corporate deci- 
sions that manage growth responsibly while insuring profitable return 
investment well stable source employment. 


ICANON maintains significant vertical presence the newspaper publish- 
ing industry through its Newzware products and services. Newzware offers 
integrated software product line including Circulation Management, Dis- 
play and Classified Advertising; complete Financial and Accounting software 
plus layout and pagination. systems integrator and solutions provider, 
ICANON focuses supporting our complete enterprise. 


Benefits Newspaper 

Newzware established provider circulation, advertising, 
tion, financial, editorial and professional service solutions for the publish- 
ing industry. Newspaper and media professionals rely timely and 
reliable processes efficiently manage the production and financial 
workflow, leaving time for creativity and thoughtful management new 
industry challenges. Newzware, provides the software solutions man- 
age the former and the customer support assist with the latter. 
Newzware users obtain and share information, manage their resources, 
generate revenue and remain productive all within the protective frame- 
work Newzware Software Solutions. Most importantly, our users de- 
velop comfort the knowledge that are there when they need us. 
Newzware support unmatched the industry. Further, ICANON believes 
that you need only invest these software tools one time. The software 
vendor should responsible for keeping their product current and meet- 
ing the demands its customer base. 


Solutions... Designed for You! 
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Reach Your Readers Anywhere, 


Instantly expand your digital distribution with 
AAM(ABC)-compliant multi-channel, multi-platform publishing 
solutions for Android, BlackBerry and Windows 


BREAKING NEWS: Announcing new Windows app building 


discount. 


Reaching Readers Every Screen 


Contact: Nikolay Malyarov, Publishing 

Legal Affairs 

Phone: (604) 278-4604 

Fax: (604) 278-4684 

E-mail: publishing@newspaperdirect.com 
Website: www.newspaperdirect.com 


Who Are 

NewspaperDirect (ND) the recognized world leader multi-channel con- 
tent distribution and monetization for local, national and international news- 
papers and magazines. other ePublishing solution provider can compete 
with robust, secure, transparent and scalable content processing, distri- 
bution solutions and marketing strategies. committed providing its 
publishing partners with fully multi-platform solution, making their con- 
tent available across all devices, including Android, BlackBerry and 
Windows are just few the reasons why over 3,000+ world-class 
publishers like The New York Times Company, The Globe and Mail, Postmedia 
and The Washington Post have chosen partner with ND. 


™ 


Benefits Publishers 

helps newspaper and magazine publishers all sizes grow global cir- 
culation, revenues, brand awareness and platform support with three 
cross-platform solutions: 


PressReader, and its online service, PressDisplay.com, distribute thou- 
sands publications millions daily readers (individual and corporate 
users, libraries, airlines and hotels) with just one subscription. the 
world’s only global digital newspapers and magazine kiosk, PressReader 
transcends the limited web, RSS text-based formats other online so- 
lutions, delivering full-content digital replicas that are compliant with in- 
ternational audit bureau requirements. 


SmartEdition fully customizable branded ePublishing platform, built 
PressReader and PressDisplay.com technology designed for loyal read- 
ers who subscribe digital edition standalone basis part 
paywall bundle. Today powers over 1,000 branded digital editions and 
applications, well national, regional and local newspaper and maga- 
zine kiosks (e.g. Kiosko mds and Kiosco plat- 
form-agnostic, open architecture ensures easy and fast integration with 
any third-party applications. 


Print-On-Demand the only global digital on-demand print network 
delivering Day newspapers thousands hotels, businesses, cruise 
ships, airlines, retail outlets, major events and home delivery subscribers 
worldwide. 
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The Rising Stars 
Newspaper Publishing 


Kristina Ackermann and Yang 


2012, CareerCast listed newspaper reporter the fifth worst job Amer- 
ica slightly better than working oil rig, but worse than, say, waiting 
tables for living. With this kind negative publicity, one might expect 
that the well talented, young publishing professionals would drying 
recent graduates seek out careers software healthcare instead. Not so. 
Perhaps more than ever, the younger generation that leading newspapers 
embrace sustainable business models, challenge conventional ways think- 
ing, and make this industry exciting place work again. Digital redesigns, 
paywall strategies, niche coverage opportunities, and unique advertiser partner- 
ships are just few the ways this year’s Under are leaving their mark 
the business selling news 


The young men and women featured the following pages their work 
with level passion and excitement that exists few other industries. Their 
commitment their craft what keeps the lights many newspapers, and 
the communities they serve are better for it. always, received more nomi- 

nations than could possibly include one feature. And while each nominee 
had inspiring story tell, these are representative the type talent this 
industry needs order thrive 
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aria Alejandra Bastidas has 
worked Mundo 
for nine years. She started 

reporter and was promoted 
associate editor four years ago. She 
responsible for news assignments and 
works with team four reporters 
covering local news the Hispanic 
community Atlanta. She also 
active writer for the finance, health, 
fitness, and education sections and 
was recently awarded second place 
the 2012 McGraw-Hill Markets 
Reporting Program from the Interna- 
tional Center for Journalists for her 
investigative reporting. 

Bastidas also responsible for the 
monthly parenting magazine Padres 
Hijos, legal guide (Mundo 
health guide (Mundo Salud), and 
housing guide (Mundo Hogar). She 
appears television channel Univi- 
sion34 promoting the content the 
paper and monthly interview 
with specialists discussing articles 
related parenting. 


BROCK ENFIELD BERRY, 
Vice president, AdTaxi Networks, 
Digital First Media 

Denver 


Education: Indiana University, 
political science, minor business 
and sociology 
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open change and become multimedia 
journalist. Since started working, have seen 

and lived firsthand the changes the newspaper 
industry. Now, addition being writer, reporters 
and editors need able take photos, produce 
multimedia, edit videos, and adapt the content they 
produce any platform (print, Web, mobile). also 
believe that leaders newspaper companies, 

need open change and embrace new 
technologies and new ways doing business. 


see ethnic media growing and focusing local 
content more than any other platform. Being trusted 
media the community serve what has made 
Mundo successful newspaper. believe 
this relationship with our community will continue 
and become stronger reach more readers with 
websites and social media. believe readers will 
continue read Spanish and that large portion 
preparing for that time. 


rock Enfield Berry was named 

vice president AdTaxi Oc- 

tober 2011. has since led ac- 
count base growth from 1,000 
months, seen digital revenue grow, 
conducted digital AdTaxi training 
across multiple markets the Digital 
First Media Network, developed in- 
house social media team that manages 
240 monthly accounts, developed 
search advertising department that 
manages 200-plus accounts monthly, 
and helped DFM land outside affili- 
ates for AdTaxi, including The Dallas 
Morning News. 

During his the AdTaxi team 
grew from three support the 
business’ growth. Berry implemented 
new workflow system 
efficiency and effectiveness, well 
standardized AdTaxi workflow across 
the DFM network that has improved 
reporting, call-to-close-ratio, and 
serving. Berry also launched compa- 
ny-wide Google certification program 
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Associate editor, Mundo 
division the Atlanta Journal- 
Constitution 

Atlanta 


Education: Universidad 
Andrés Bello (Caracas, Venezuela), 
mass communication 


that supported Google. Under 
his leadership, DFM has trained 
1,000 Digital First sellers. AdTaxi has 
been rolled out more than dif- 
ferent geographic clusters. 


dad once told me, “When does your boss come 
in? When they leave? before them 
and leave after them, almost guaranteed 
succeed.” 


ITAL ARUCDTICIICS 
BUYER 


AdTaxi! all seriousness, it’s leveraging the strong, 
existing, client relationships newspapers’ sales 
executive have with decision makers offering multi- 
platform audience/needs-based solutions. Those 
solutions should include display, mobile, social, email, 
video, and search. That kind solution will help 
business owner hit their target market every part 
the purchasing funnel. 


MicGuet Martinez, Munpo HispAnico 
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small-town Kentucky paper 

with circulation around 

10,000, 1.5 percent increase 
in-county circulation big deal. This 
was the result Brandi Cheatham’s 
bold, one-year plan boost reader- 
ship The Kentucky Standard, and 
she did with diversified marketing 
plan combined with well-executed 
retention program. 

Cheatham’s retention strategy fo- 
cused rewarding loyal customers. 
She created online reader rewards 
program with premium rewards tier 
for Pay customers. marketing 
the program with bill stuffers, cable 
commercials, ROP ads, and even 
walk-in conversions, the Standard 
managed increase the number 
Pay customers percent cus- 
tomer base the end last year. 


Knowledge power. Get much hands-on experience 
many sectors possible inside your business. 
years been with this company, have worked 
the classified department, retail sales, sales, and 
the circulation department twice. amazing how 
many things you can carry over from one department 


Circulation manager, 
The Kentucky Standard 
Bardstown, Ky. 


Education: Associate degree 
business management 


teve Bradley manages production for both the Adirondack Daily Enter- 

prise and the Lake Placid News, and both his publishers agree that 

godsend for working long hours save other people time. His 
tireless commitment helps the whole operation run smoothly. 

Bradley’s talents include design work for other publications and advertisers. 
has written his own computer programs for electronic tearsheets and the 
data management system for directory listings. paginates pages for the edi- 
torial department and typesets ads for both print and online, all while main- 
taining the computers, network, and CTP machine. Kind makes you wish 
was your staff too, right? 


adaptive. Technology advances quickly. order reap the benefits new technology, you need 
constantly willing re-evaluate your routine and learn new skills. 


WHEN VAI CAY VAUD Ing nce TUE DAC 
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Over the last five years, I've made better use computer technology improve efficiency and customer 
service paper. always try combine experience the newsroom with technical skills make 


work easier for everyone. 


another. Another piece advice like share: 
Customer service not department! It’s attitude. 

You cannot afford switch someone the “customer 
service department” when they have problems issues 
with your product. Retention the most important part 
circulation. You cannot grow circulation and readership 
you cannot retain what you already have. 


found new locations distribute our four-week 
free trial cards that include the business’ logo and 
postage necessary. For example, “Salt River Electric 
would like welcome you with four-week free 
subscription The Kentucky Standard.” Potential 
subscribers who sign for the trial offers are called 
the first day delivery, and follow-up call made 
three weeks into the trial offer them introductory 
rate subscribe. sale made, direct mail piece 
sent out after the customer stops the fourth week. 

The free trials were also promoted festivals, 
celebrations, and the county fair increase our 
visibility and community involvement. Building 
relationships and opportunities for reader feedback 
helped in-turn build circulation. 

also developed referral program for subscribers. 
Current subscribers who refer someone for the 
four-week free trial get gift card that referral 
becomes paid subscriber. This was promoted with bill 
stuffers and other direct mail pieces. 


Production manager, Adirondack 
Daily Enterprise and Lake Placid News 
Saranac Lake, N.Y., and 

Lake Placid, N.Y. 


Education: Liberal arts degree 
from Lawrence University 
Appleton, Wis. 
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amie Biesiada manages two newspapers, reporters, two photogra- 
phers, and paid circulation 18,500. And she’s only 25. You 
surprised learn that she also serves the webmaster for both news- 


papers. Leadership her blood. 


Her publisher Star News Group praised her business savvy, innovative 
ideas, and high levels energy and productivity, and credited her leadership 
with several New Jersey Press Association awards the papers have taken home 


during her tenure. 


ready for change. secret this industry changing near-daily basis. Think back the popular 
news models years ago, five years ago, even one year ago, and consider how the Internet has changed 
the game especially with regard immediacy. Factor social networking, online video, and newer sites such 
Pinterest that seem popping all the time, and you have ever-changing landscape which 
present content. big part being ready for that change keeping your skill set diverse and up-to-date. Know 
how write compelling story, and challenge yourself come back the newsroom with some solid photos 
and video footage you can edit well. And glass top-shelf bourbon here and there doesn’t hurt, either. 


Cn 


Managing newsroom always easy, but don’t believe age makes any harder. aim create 

strong collaboration between everyone the newsroom, and try foster environment where reporters, 
photographers, and the entire staff view each other peers striving toward common goal. not just their 
managing editor, handing out stories and assignments, but looking them and their knowledge help craft 
well-rounded piece that will inform and, certain cases, entertain our Through developing strong 
rapport with everyone the newsroom, believe work environment where everyone comfortable 
expressing their opinions and ideas and those collaborative ideas often lead our strongest pieces. 


Sioux City Journal 
Sioux City, lowa 


Education: Columbia College 
Chicago, bachelor fine arts 
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Sioux City Journal has been 

won the Local Media Associa- 
tion’s 2012 award for Newspaper the 
Year, several state awards for its sports 
coverage, and was even named one 
last month. All this, course, can’t 
attributed just one person, but 
managing editor news and sports, 
Chris Coates responsible for not only 
planning coverage and managing more 
than dozen news and sports editors 
and writers, but also for serving the 
primary editor all that news copy. 

Coates has established himself 

the newsroom’s go-to person for digi- 
tal storytelling tools. His leadership 
skills are evident his launching 
new projects and his ability break 
the old habits media veterans and 
get them stop doing things the way 
always been done. 


UNDER 


Managing editor, The Coast Star 
and The Ocean Star 
Manasquan, N.J. 


Education: Monmouth University 
(West Long Branch, bach- 
elor’s arts communication with 
emphasis journalism and public 
relations; summa cum laude 


Really focus your writing, and work hard make 
clear and accessible possible for the average reader. 
Despite all the technology, words matter, regardless 
whether it’s print, online, mobile. Ledes, nutgrafs, and 
active verbs still count. Frequently ask your boss 
she needs help. goes long way. the stories 
want see. let negative people drag you down. 


The biggest resistance was long-term planning, 
common issue with small staff being pulled 
bunch directions. The problem is, stories done 
the last minute don’t allow for effective photos, 
graphics, multimedia elements. 

also had some issues with not using our content 
management system and digital tools the fullest. 
Refresher courses got everyone the same page 
again, and pushed key staff members set the 
bar higher. 
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Managing editor news and sports, 


Nick Dacey, Cox Mepis Group 


Editor, Today’s Pulse Butler and Warren counties; 
assistant editor, Hamilton JournalNews and 

The Middletown Journal 

Cincinnati 


Education: Ohio University (Athens, Ohio), 
magazine journalism 


ennifer Furia Collins started her career newspapers 

less than decade ago part-time copy editor with 

Cox Media Group Ohio. the past five years, she 
helped merge three copy desks into one, then helped create 
single shared desk for all Cox. She has supervised digital 
staff and most recently led the successful launch two new 
weekly newspapers and websites. Collins does all this while 
supporting the overall operation. Her current role involves 
daily word editing and assigning for two Northern Cincin- 
nati daily newspapers, well envisioning the content and 
presentation for the two new weeklies. 

“(Collins) also master community news her true 
love and she savvy about using new media report, 
tell, and promote it,” said Jana Collier, Cox Media Group 
Ohio editor chief. 
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Never turn down opportunity assignment, matter how mindless seems 
how far takes you from your comfort zone. The ability gain fresh perspectives 
and experiences will always further your career. I've never been asked what 
college GPA was job interview, but have always been asked about “real 
world” experiences. 

Demand training and development opportunities from your employer. 
extremely fortunate work for company that places high importance developing 
journalists with broad range skills and finds opportunities for them grow. Find 
mentor whose values and work ethic you admire, too. Their insight will guide you. 
WHAT YOUR BIGGEST GRAMMAR PET 


It’s misuse their, there, and 


“off make the donuts.” 


Advertising director transportation, food, and clubs, 
Naples Daily News, Naples, 


avid Cuddihy and his team have found great suc- 

cess over the last four years, including several sales 

achiever the month awards, and one member 
who won the 2010 Scripps Sales Achiever the Year. 

Cuddihy has been part the management team executing 

the category-focused restructuring Naples since 2009, 
leading the transportation and professional services units, 
and recently taking the food category. The Pew Research 
Center reported the Naples Daily News saw estimated 
percent gain sales after sales restructuring. 


give print, and don’t afraid challenge the always done 
that way” answer. 


Dunkin’ Donuts’ Fred the Baker and his 
famous line “Time make the donuts.” That 
line became grandma’s catchphrase, 


whether she was headed work, the store, 
any myriad other errands, she was always 


Pipeline editor, Pittsburgh Post-Gazette, Pittsburgh 
Education: Boston University, journalism 


editor Pipeline, the specialty 
news site natural gas drilling and fracking, 
Erich Schwartzel leads team providing daily 
news, background primers, and multimedia interactives 
that explain the drilling boom. 

Readers now come from across the country other shale 
states such Colorado and Texas, and the site has even 
attracted readers from other countries interested its 
daily documentation this international story. Schwartzel 
and his team won the Best Specialty Site Award from the 
Online News Association 2011 and the Scripps Howard 
Award for Environmental Reporting 2012. 


Good stories read well any display. 
WHY ARE YOU PASSIONAT 


OU Te 


has far-reaching international implications, but 
the first relationships affects are not between 
companies countries but between neighbors. 


J 
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City editor, 
Spartanburg, S.C. 


Education: University Alabama, 
bachelor arts journalism and 
minor English 


lizabeth Jones celebrated her 
had already been nominat- 

for recognition our “25 under 
35” feature. Though she longer 
meets our criteria, thought she 
was enough standout include 
her anyway. 

Jones joined the York Daily 
Record/Sunday News 1998 and 
worked her way GameTimePA 
editor, regional management posi- 
tion which she directs the growth 
and direction for high school sports 
coverage all Digital First Me- 
dia’s Pennsylvania newsrooms. 

Jones works daily basis with the 
company’s sports editors convey best 
practices for digital-first coverage and 
presentation high school sports. She 
helps guide social media philosophies, 
solves problems, and finds efficiencies 
across newsrooms. 


uke Connell recognizes the challenges newspapers face the 21st century, 
and knows that order thrive, they must become integral part 
the communities they serve. city editor the Herald-Journal, 
guides the paper’s coverage the Spartanburg, S.C., community, earning the 
paper the President’s Cup award for overall excellence from the South Carolina 
Press Association for five years row. 
addition his finely tuned instincts for news and coverage, Connell contrib- 
utes the paper’s quarterly magazine, helping coordinate coverage and even 
design pages needed. 
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Learn how Tools like Twitter and Facebook can great ways communicate with 
readers, cultivate sources and draw attention your content, but got learn the job first. 
Having the best hammer doesn’t make you carpenter. curious. Learn how talk people. Learn how 
write clearly. Seek the truth, and report your stories fairly. 


begin tearing down that between themselves and the public. While true 

that journalists avoid certain entanglements maintain impartiality, it's also true that many readers don’t 
connected the work do. the Herald-Journal, we've organized simple, community events that can 
socialize with readers. part citywide Christmas event, had photographer take photos children with 
Santa exchange for canned goods, which were donated local shelter. For three years, we've sponsored New 
Day fundraiser for the local Mobile Meals organization. fellow editor has organized free cooking classes 
with the food columnist our building. While these are simple ideas, they help reinforce and 
many cases create connections between the newspaper and the community serves. And think critical 
for the success both. 


FOR 
THE 
Don’t something just because always been 
done that way. Many journalists have the opportunity 
and ability true innovators but take the 


leap away from tradition. Re-think how you your 
job, embrace new ways reach your audience, and 


gamet 


also played the first girls’ varsity soccer team 
school history and did variety events track and 
field. favorite hoops moment happened during 

junior year when defeated hated rival 
seven points their home court, which made that 
much sweeter. were down the half, and our 
coach, who was usually very reserved, delivered 
three-word halftime speech. had never seen him that 
angry, and just fed off his emotion. was great. 


ELIZABETH JONES, 
GameTimePA.com editor, York Daily 
Record/Sunday News 

York, Pa. 


Education: Towson (Md.) University, 
sports management; Millersville (Pa.) 
University, masters sports manage- 
ment (coaching emphasis) 
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Editor, Spencer Evening World 
Spencer, Ind. 


ravis Curry has worked his 
way from staff writer 
editor and currently oversees 

the Spencer Evening World and its 
sister publications The Ellettsville 
Journal, The Clay City News, and 
The Hoosier Topics Cloverdale, 
Ind. During Curry’s tenure, the 
Evening World has changed from 
afternoon publication morning 
delivery and from paste-up digital 
layout and production. 

Curry’s dedication community 
journalism strong that the Eve- 
ning World uses wire service. The 
paper publishes strictly local news 
produced local staff writers. 


Our industry has seen some rocky times, but 
community newspapers daily, weekly, 
otherwise are the future our industry. 
Community newspapers chronicle lives 
and alert citizens the opportunities, threats, 
troubles, and joys their community. Community 
newspapers provide the kind news that has 
serious meaning local households the 

kind news that can’t found anywhere else. 
Community newspapers are thriving, because 
they have persistently weathered the storm year 
and year out remain fixture our everyday 
lives. Don’t consider community newspapers 
just stepping-stone, but rather destination 
rewarding career. 


don’t worry about the future journalism itself, 
because journalism will always adapt technol- 
ogy, but figuring out the revenue streams the future 
keep newsroom staff sizes from dropping 
too much will the challenge. Some the decline 
advertising revenue can attributed the ongoing 


UNDER 


economic downturn, but much 
due major shift classified 
advertising from newspapers web- 
sites such Craigslist and Monster. 

Likewise, national and local advertis- 
ers increasingly are utilizing the Internet and other 
options for their advertising needs. Newspapers, 
particularly small, community dailies, must figure out 
what the new competitors are doing and better. 


We’re proud honor our own Erich Schwartzel for 
being recognized one the “25 Under 35” next 
generation publishing leaders. You deserve 
the headlines for your business reporting and 
for pioneering our award-winning niche site Pipeline. 


Pittsburgh 


post-gazette.com 
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Advertising director, 
Albert Lea Tribune 
Albert Lea, Minn. 


Education: graphic design 


ric NeSmith was years old 
when started inserting 
his father’s weekly newspa- 

per, The Press-Sentinel, Jesup, 
Ga. stood Coca-Cola crate 
reach the inserting table. 
college student, NeSmith plunged 
into reporting Highlands, N.C., 
where was intern for sev- 
eral months. After graduation, 
returned Highlands and nearby 
2005, selling for the Highlands 
and Cashiers newspapers and 
affiliated real estate magazine, 
NeSmith set all-time record 
for Community Newspapers, Inc., 
which owns newspapers Geor- 
gia, Florida, and North Carolina. 
The sales record $125,000 one 
month still stands. 

2006, NeSmith was promoted 
publisher and editor The High- 
lander. 28, was the youngest 
publisher the company. This year, 
was promoted vice president 
business development for the 
company. also was named the 
company’s board directors. 


advertising director the 
Albert Lea Tribune, Crys- 

tal Miller excels driving 
others perform the top their 
game. For more than years Miller 
has focused hiring and develop- 
ing the “right” people, transforming 
them into top-notch sales team. 
This strategy has helped the company 
generate operating revenue $2.8 
million, with EBITDA percent 
margin. Miller’s sales-generating ideas 
have also led the launch glossy 
magazine titled Southern Minnesota. 

One Miller’s greatest successes 
the Tribune’s annual Progress edition, 
collection 100 stories and photos 
covering only good news about the 
people and businesses Freeborn 
County and Albert Lea, Minn. This 
year, for the sixth time under 
watch, the Progress edition surpassed 


Believe what you do. Now, more than ever, our 
industry need creative and passionate 
businesspeople and journalists who believe 
serving their communities through the products 
they produce. Yes, this time change, but 
change also lies order success- 
fully navigate this sea change, must remember 
stay tune with the communities serve. 
keeping our fingers the pulse, will able 
better recognize the opportunities. 
we 

There nothing the world would rather than 
work with our community newspapers. 

passionate about the role our newspapers play 
our communities. Attitude always contagious. 
When was publisher and editor The Highlander, 
our team focused covering our community and 
serving our customers completely. That was our 
mission, and that was our motivation. took pride 
what did. believed our mission. And when 
jumped off track, was job center again, 
focusing our objective and the important role 
played our community. 


the goal $100,000 ad- 
vertising revenue. The 2013 Progress 
edition was published Feb. and 
brought final total $111,187. 
Good news indeed. 


Take the time listen individual successes and 
problems. helps you familiar with customers, 
any problems your employees are facing, and the 
direction which your company moving. 


Build customer relationships taking care the 
customer, and involved their interests and 
community. There very good chance that your 
competitor too busy this, and shows the 
customer that they can trust you. 


WA 


ri, « 


Vice president business develop- 
ment, Community Newspapers, Inc. 
Athens, Ga. 


Education: University Georgia 
Henry Grady College Jour- 
nalism and Mass Communication, 
newspapers 
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Digital content manager, GateHouse Media 
news and interactive division 
Downers Grove, 


Education: University Notre Dame, 
English and studio art 


her role, Anne Raih oversees development Gate- 

House’s more than 350 news websites, striving daily 

improve visitor experience and build traffic. She works 
closely with the company’s development team innova- 
tive projects that can scale for editors smaller sites all 
the way the largest sites the country. For example, 
Raih worked with team quickly create special Bliz- 
zard 2013 section into which all content from across Gate- 
House’s 160-plus websites eastern Massachusetts could 
aggregated, providing the most comprehensive on-the- 
ground coverage the major winter storm. 

Raih has also been leader helping create the compa- 
ny’s ever-growing social media strategy. She has eye 
the daily evolution social media and how new tools and 
platforms can apply and scale across company websites. 


Embrace the Web, every aspect it. Experiment with new technology, apps, and 
social platforms, and learn how code. Don’t just throw your stories your 
website and wait for the clicks come; find different ways you can present 
Story online audience bring life. Keep actively learning about new 
technologies that are available you there are many free open online 
courses now, you can really take your education into your own hands. Who knows 
what the next big thing change the way people read and interact with news will 
be? But more technologically agile than your peers, rise the top. 


iO IML UNE ANC ONUULY NEVER 
Social media can deceivingly intimate, don’t fooled. Anything posted 
online public, journalists should always professional and smart about the 
messages they are delivering, and make sure stick the facts. There are always 
risks, course, but the bigger risk not utilizing social media enough. key part 
your audience out there, waiting engage. They might not come directly 
you, it’s you reach them. 


CONGRATULATIONS! 


Maria Alejandra 
Associate Editor 
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more than years, have 
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GROUP Ohio 


Leading our 
newspapers forward. 


Congratulations Editor Jennifer Collins, named one 
Editor Publisher Magazine’s “25 under 35” for 2013. 


Delivering results. 


Hispanico 


aggie Wartik has two sets 

business cards, one for each 

her job titles. many 
young people the newspaper indus- 
try can attest, when passionate, 
energetic, and engaging, you tend 
have lot work thrown your way. 

Wartik oversees all communications 

and public relations initiatives for 
the Chicago Tribune Media Group. 
2008, Wartik got her second job 
title when she helped launch unique 
community initiative called The Mash, 
weekly newspaper and website 
developed Chicago area teens for 
teens. The paper written and edited 
the teens, then published the 
Tribune and distributed Chicago 


LASA 


Communications and community high schools. 
manager, Chicago Tribune Media 
Group; project manager, The Mash WHAT ADVICE 


Chicago OTHER 
Take anything and everything you can, especially 
early your career when you have the time, energy, 
and hunger learn. Trying familiarize yourself with 


Education: Graduate 
Northwestern University’s School 
Communications 


addition her full-time role managing the weekly production schedule 
the print edition Pacific Coast Business Times, Marlize van Romburgh holds 
down key beats such banking and commercial real estate. 

Currently, Romburgh key member the Business Times team charged 
with developing platform-neutral digital product that will enhance both 
revenue and readership opportunities across all tablets and mobile devices. She 
responsible for bringing the paper multiple SABEW best business awards, 
two L.A. Press Club awards, and Sigma Delta Chi award. 


entrepreneurial and bold trying new things, but never forget the core tenets and principles journal- 
ism. Sure, the technology and the delivery platforms have changed, but the essence good journalism remains 
what always has been: Reporting the news that people need know. That means questioning authority, 
digging facts, asking tough questions, and knowing how tell story. 


There’s only one kind Business Times subscription, and gets you both the weekly print issue and full access 
our online edition. For our readers, it’s been positive, because for the same subscription price they've 
always been paying, they now get the digital edition well. 

currently working another redesign, this time create website that will responsive for tablet 
and mobile screens and offers more advertising and sponsorship opportunities. view our first 
effort the essential foundation that gave base paying digital readers and which build the rest 
our digital efforts. 


every element the business not only grounds you 
and reminds you that just one small part 
fast-moving, ever-evolving organization, but exposes 
you the possibilities beyond your role and gives you 
glimpse into what could your future. 

remember going over the massive 
printing plant and grabbing the very first edition 
The Mash off the presses a.m. was entirely 
different world over there, and was wowed the 
enormity it. 
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The kids. Without doubt. the days when running 
from meeting meeting, putting sales pitches together, 
dealing with schools who can’t find that edition, 
organizing segment with our students about vio- 
lence, and on, need walk into “The Mash 
War Room” Thursday, where our student staffers 
have gathered after school talk about their ideas for 
stories and what their peers are buzzing about. 
come from the city and the suburbs, from public schools 
and private, with vastly different backgrounds, and now 
they sit one room, together munching snacks and 
talking over each other enthusiastically, they give 
insight into their elusive and vulnerable world. 


VAN ROMBURGH, 
Managing editor, Pacific Coast 
Business Times 

Santa Barbara, Calif. 


Education: California Polytechnic 
State University (Cal Poly) San Luis 
Obispo, Calif., bachelor’s degree 
journalism with minor economics 
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Editor, The Sentinel, Carlisle, Pa. 
Education: Utica College 


Editor Publisher’s 2013 Under 


eorge Spohr hasn’t even 
been editor The Sentinel 


has already navigated the paper through dynamic period 


growth and change. negotiated unique partnership 
with the local ABC television affiliate, led the launch Chris Coates 
daily print feature section, established daily opinion page Sioux City Journ 


with local editorial, added local editorial cartoon the City Editor 
Sunday paper, and even hired Capitol bureau reporter. 


are very proud Chris 
for the leadership, talent 
Avoid the naysayers. you work hard and have good ideas, you'll far. and hard work that 


This industry rewards innovation. brings the Sioux City 


Journal news room. 


feature-for-feature basis, we're trying match them. 

Our newshole bigger than was five years ago. Our paper has more sections Sioux Citp 
than had five years ago. Our print product thicker than has been years. SIOUXCITYJOURNAL.COM 
This has motivated our team excel every category can. our circulation 
soars, just get more excited about the opportunity have before us. 


Home delivery manager, The Bulletin, Bend, Ore. 
Education: Studied management with entrepreneurial 
option Boise State University 


dam Sears’ day-to-day duties extend well beyond his 

actual job title. Though his official role The Bul- 

letin home delivery manager, helps extensively 
with the paper’s marketing and branding efforts since the 
circulation department had shed four full-time employees. 


Work hard and set good example. you know your stuff and work hard, age tends 
not issue. feel set myself apart being open change and new ideas. One Congratulations 
favorite parts about working for The that get creative, get 
involved marketing, and get some crazy ideas implemented. Vank 
for being chosen one 
Editor “25 Under 35”. 
The greatest challenge taking new roles with- From your colleagues the Omaha World-Herald. 


out giving old ones stay organized. Keeping 


arunning list projects and tasks the only way 


lot large projects that need try and stay top Berkshire Hathaway Company 
can make break that workflow. 
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one the newest job titles 

the newsroom, the role 

social media editor goes 
someone younger than more often 
than not; and with good reason. Court- 
ney Spradlin was recently promoted 
this role the Log Cabin Democrat, 
but her skills and experience extend 
well beyond 140 characters. 

Spradlin produces content and visu- 
als for various platforms and under- 
stands the importance interacting 
with the community and doing public 
service journalism. She already 
teaching and leading others the 
newsroom alongside her talented 
reporters and editors. She also took 
home several awards the Arkansas 
Associated Press Managing Editors 
annual contest for writing and photog- 
raphy multitalented powerhouse. 


Social media editor, 
Log Cabin Democrat 
Conway, Ark. 


Education: Arkansas Tech University, 
journalism graduate with focus NEWSPAPER INDUST 
public relations Stay open. daily practice. Don’t cling what was; 


hen GateHouse Media launched two central desk operations 
June 2012, Matt Torman was assigned help start the Rockford, 
center. built out the front end and back end the content 
management system and then worked one-on-one with editors coach them 
through the new computer system, the new way planning the newspaper, and 
new way communicating. 

Previously, Torman served assistant delivery editor mid-sized news- 
paper copy desk. Today, frontline leader and go-to troubleshooter 
room almost page designers. “His calm demeanor sets positive, get-it- 
done tone room always deadline and often encountering new challenges 
because it’s new operation,” said Design House director Jennie Broecker. “He 
coaches employees every day, and sorely missed when gone.” 

HAT ADVICE YOU HAVE FOR OTHER YOUNG PROFESSIONALS THE 
NEWSPAPER INDUSTRY 
Uncertainty about the future the industry may warranted, but newspapers made money hand over fist for 
long time. Newspaper companies are still finding ways generate revenue. So, continue learn, unlearn, and 
relearn ways deliver local content there’s lot new ground break the newspaper model again hits 
its stride. Plus, feel like it’s not bad sign when Warren Buffett buying newspapers. 


ANY CONRTC CORE IN TA HD Wun 


WOULD AND WHY? 
Chicago Bulls head Tom Thibodeau. asks lot his players but not without putting the same 
amount effort himself. always strives for perfection and understands that order achieve that goal, 


people’s roles will change from day day. 


embrace the new and different. 

younger professional, you have less unlearning 
do. You have the opportunity excel the indus- 
try now. Keep the tried-and-true journalistic 
values, but strive match your delivery and interac- 
tions with ever-changing platforms, from broadcast 
all the way down one-on-one exchange. 

Don’t disparage the responsibilities handed down 
the line you because you are young. Take those 
opportunities, and make something that stands out. 
Make other people wish done themselves. 


brooding creative writing freshman, would have 
laughed the idea. more enlightened individual, 
now understand working with Facebook and all 
available mediums engage with the world and dis- 
seminate useful, weird, fun information indeed 
creative and satisfying. 

work. 


Kevin Haas 


MATT TORMAT 
Nightside manager, Metro Design 
House, GateHouse Media 


Rockford, 


Education: Augustana College 
(Rock Island, English 


editorandpublisher.com 
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Paso Times editor Robert Moore nominated Zahira Torres based her 

“relentless” reporting the Paso Independent School District. The 

district had faced cheating accusations for more than year but managed 
frustrate attempts public scrutiny. Torres filed open records request, and 
the resulting investigation showed that district officials had participated one 
the worst cheating scandals the nation’s history, denying Mexican immigrant 
students their constitutional right education, administrators collected 
bonuses gaming the state and federal accountability systems. 

The investigation prompted the Texas Education Agency remove the dis- 
trict’s elected school board. “She built the story piece piece over eight months 
2012, and continues reporting the story 2013,” Moore said. “She used only 
documents and named sources telling the story. The reporting engaged the 
community and led significant changes.” 


Don’t lose faith the profession, and don’t underestimate what you can with limited resources how online 
tools can make investigative work stronger. You may hear stories about journalists larger newspapers having 
year work big investigative project. That not the reality for most journalists, but that doesn’t mean 
you can’t make difference your community with meaningful and investigative reporting. 


myself that had great editor and amazing colleagues who were working just hard contribute 
the newspaper and the Paso community. have small staff the Paso Times, and every reporter, editor, 
photographer, copy editor, designer, and online employee works extremely hard produce daily newspaper that 
looks out for the community serves. also made sure that always kept priorities 


aren Workman joined the 

Journal Register Co. 2004 

editorial assistant The 
Oakland (Mich.) Press. member 
Journal Register Co.’s inaugural 
ideaLab, Workman has been part 
the company’s internal training team, 
leading training community en- 
gagement, social media, video report- 
ing, and more. 

July 2012, Workman was recruit- 
join Project Thunderdome, Digi- 
tal First Media’s centralized content 
team, and now part Thunderdo- 
me’s breaking news desk. She has been 
instrumental providing national 
coverage and stories Digital First 
Media’s daily newspapers and more 
than 200 non-daily publications. 
member the curation team, she also 
conceived and launched the Bizarre 
Blotter, collection arrest/police 
oddities from across the country that 
continues one the most viewed 
content collections weekly basis. 


Breaking news producer, Project 
Thunderdome, Digital First Media 
New York 


Education: Oakland (Mich.) 
University, journalism 


editorandpublisher.com 


Austin bureau chief, Paso Times 
Paso, Texas 


Education: University Texas 
Paso, political science 


Seize every opportunity that comes your way 

try something new. When seems like those 
opportunities popping up, push create them. 
Pitch not just story idea, but pitch the best way 

tell that story. conscious how you consume 
news and you ever think you want 
consume what creating, stop. Rethink it. 
Remake it. Always aim tell interesting story. 


Every time curate new edition the blotter, think 
come across the strangest thing ever heard. 
feels impossible select one item the strangest. 
Would the man whose penis was stolen while 

slept? The shoe store staffer who bit off chunk 
his ex-girlfriend’s toe? The county Ireland that 
wants relax drunk driving laws for elderly people 
effort stop senior citizen suicides? What about 
all the crazy things people have done while naked? 
It's hard pick one above the others, and that’s 
exactly why the Bizarre Blotter exists. 
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— | 


uman resources can 
thankless profession for 
the very same reasons that 
make such essential part 
any business operation. Given the 
current business climate layoffs, 
terminations, and new hires the 
department vital keeping 
the industry afloat. After working her 
way the position director, 
Brianna Ferran has contributed more 
the Pueblo Chieftan than paper- 
work and health insurance. 

Ferran regularly consults with 
department heads, managers, and 
employees all HR-related is- 
sues, including employee relations, 
compensation, staffing, and diversity. 
She also serves coach, provid- 
ing feedback and resources assist 
supervisors resolving conflicts, 
ultimately improving the effective- 
ness entire departments. Ferran 
also the frontline attracting and 
retaining top talent, union relations, 
and key legal issues. She does little 
bit just about everything, ensuring 
the Chieftan operates smoothly. 


A 
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Human resources director, 
The Pueblo Chieftan 
Pueblo, Colo. 


Education: Bachelor’s degree 
English and communications with 
minor business administration; 
currently working MBA 
organizational leadership 


hen nominating Ben Vankat for our list this year, Omaha World-Her- 
ald managing editor Melissa Matczak said, “Every news organization 
needs Ben Vankat several them.” 

Vankat came the World-Herald 2006 copy editor/sports designer 
and quickly won handful Society Newspaper Design awards. 2009, 
moved the news department online editor, where became the go- 
between for the newsroom and Web developers and helped redesign the paper’s 
award-winning college football site. also played key role developing the 
niche sites Live Well Nebraska, Momaha, and Curbwise. Last year, 
led the effort redesign, refresh, and reorganize omaha.com. Vankat recently 
was promoted oversee day-to-day operations the paper’s online products. 


Pig DUSTRY 
The options for journalists have changed much the last few years. Before, you had choose between writer, 
copy editor, and photographer. Now there are Web developers, database experts, video producers, 
working newsrooms across the country. Decide what you best, and then work hard find someone that will 


hire you for that thing. There really place for almost everyone newsroom, long you're good. 
WHAT YOUR FAVORITE PART ABOUT REDESIGNING WEBSITE? 

really enjoyed taking feedback from people inside and outside the newsroom, then looking for solutions 
that make both sides happy. That usually involves making things easier find. always trying finish with 
design where people will say, “Yep, it’s better now.” 


Someone entering the newspaper industry should 

know offers variety positions for employment, 
including business, human resources, circulation, 
editorial, graphic design, interactive media, information 
technology, marketing and promotions, photography, 
production, and operations. working the newspaper 
biz should not pigeonholed just writing. Also, 
innate ability accept criticism this position must. 


acts strategic partner all newspaper 
organizations. not only ensure legal compliance 
while decreasing risk the organization, create 
and implement strategic vision the operating roles 
the company. Most importantly, work with the 
employees, the heart and soul any organization. 

the nature today’s newspaper environment, 
important that leaders have entrepreneurial 
spirit and continue change and grow along with the 
industry. face many economic challenges; are 
tasked more with less and aligned with strong 
department can help accomplish the overall 
goals the company. 


aN 


BEN VANKAT, 
Online editor, 
Omaha World-Herald 


Omaha, Neb. 


Education: University Nebraska- 
Lincoln, journalism 
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Charles Horton has been named 
publisher the Standard-Examiner 
Ogden, Utah, and vice president 
Ogden Publishing Corp. Horton began 
his newspaper career district 
sales manager the Daily News- 
Miner Fairbanks, Alaska, and held 
positions Oregon, North Carolina, 
and Indiana before arriving the 
Kitsap Bremerton, Wash., 
2004. has served president and 
publisher the Kitsap Sun since 
2009, after holding positions the 
circulation, interactive, and 
advertising 


Marty Pierce has been named 
mid-Atlantic sales manager 

KBA North sheetfed 
offset press sales. His territory 
includes Pennsylvania, Maryland, 
Delaware, Virginia, West Virginia, 
and Washington, D.C. Pierce brings 
with him more than years 
experience the graphic arts 
industry district sales manager, 
printing instructor, pressman, 

plant manager, and member 
various industry associations. Most 
recently, Pierce was executive 
director another press equipment 
manufacturer. For years, also 
worked for another printing press 
manufacturer various capacities. 


editorandpublisher.com 
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people@editorandpublisher.com 


Kevin Merida has been named managing 


editor 7he 
for news and features 


the Univers 


responsible 


oversee digital operations and initiatives, 


presentation units, the multiplatform desk 


budgeting, and newsroom operations Most recently, Merida 


was the national 


James Green has been appointed 
vice president-digital Lee Enter- 
prises, Inc. succeeds Gregory 
Schermer, who has been appointed vice 
president-strategy, focusing identify- 
ing strategic opportunities. Green most 
recently served executive vice presi- 
dent and general manager Travidia, 
Inc., developer digital shopping media 
and marketing programs for nearly 800 
newspapers. his new position, Green 
will lead the development digital 
products and services, well oversee 
all digital operations, including Lee’s 
townnews.com subsidiary. 


Rachel Rosenthal has been appointed 
assistant news editor wsj.com, where 
she will part the night leadership 
team that helps produce The Wall Street 
website. She currently as- 
sistant news editor Dow Jones News- 
wires, where she helps oversee part 
the real-time news desk, and has been 
with Dow Jones since 2008. She also 
helped launch smartmoney.com’s tax 
blog contributing writer and editor. 


Jim Roberts has been named.executive 
editor Reuters Digital. this newly 
created role, will oversee the edito- 

rial work reuters.com and the global 
family Reuters websites, opinion team, 
and online video operation. Since 2006, 
Roberts served The New York Times’ 
chief digital editor and evangelist, first 
the role editor digital news and most 
recently assistant managing editor. 


led vast expansion nytimes.com 
from 2006 2009. Before joining the 
Times’ digital team, Roberts was national 
editor the Times and the na- 
tional political editor during the 2000 
campaign. also worked editor 
the Times’ metropolitan and sports desks. 
Before joining the Times, worked 

variety reporting and editing jobs 
Richmond, Va., Baltimore, and Dallas. 


Brian Scanlon, director The Associ- 
ated Press Election Services portfolio, 
has been promoted expanded role, 
adding oversight AP’s business and 
financial products. Scanlon joined the 
2006 after serving director 
sales Ipsos Public Affairs Research 
Co. and Learning Insight Inc. also 
worked research and polling services 
Synectics for Management Decisions 
and Peter Hart Research. 


Misty Knisely has been named manag- 
ing editor the Pharos-Tribune 
Logansport, Ind. Most recently, she 
served metro editor for the Kokomo 
(Ind.) Tribune. She previously served 
editor Howard Country Living. 


Caleb Slinkard has been named editor 
and online editor the Herald-Banner 
Greenville, Texas. Most recently, 
worked weekly editor the paper. 
has also served editor The Commerce 
(Texas) Journal since 2011. Slinkard 
replaces Derek Price, who recently re- 
signed run his own media company. 
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VISION DATA 


Vision Total Advertising Vision Total Circulation VisionWeb Suite 
Vision Total AP/GL Vision Layout/Pagination Vision Tracking 


Vision Data Sales 


Contacts: 

Amy Weaver 
423-975-9389 
weaver@vdata.com 


Tim Donnelly 
518-261-7030 
donnelly@vdata.com 


Main Office 
518-434-2193 
sales@vdata.com 


Website: www.vdata.com 


Who Are 

Vision Data the nation’s most exper- 
ienced and widely used supplier 
software designed specifically for the 
newspaper industry, since 1976. 
are proud our proven history out- 
standing service the publishing in- 
dustry with quality software products. 
Over the past years, have built 
solid reputation for impeccable cus- 
tomer service, coupled with state-of- 
the-art innovation. addition local 
server installations, multi-sites with 
remote papers linked single 
central server, also offer and 
Vision Data hosted “cloud” 
options. know newspapers and our 
trainers and support people know 
newspaper problems and speak your 
language. Through our experienced 
and our ongoing investment 
cutting-edge product development, 
have earned solid reputation for 
Customer satisfaction and retention 
that unmatched the industry. 


Benefits Newspaper 

Publishers realize faster with Vision Data, enjoy worry-free, updated system that 
flexible enough keep pace with and stay one step ahead the industry’s needs. 
Vision built-in features save money. Applications are designed fully trans- 
parent, provide real-time integration without costly and inefficient interfaces. Features 
such the VisionWeb suite for self service, account self-management, built-in CRM 
and browser enabled sales order entry, E-Tears, Sales Campaign Manager, Sales Pack- 
age management, exceptional reporting and many more features. 

Vision systems are fast and user-friendly, reducing training time and providing more 
time for productive sales and account management activities. 


Why Companies Choose 

Publishers choose Vision Data because our full menu applications that minimize 
the need for interfaces, while providing robust, user-friendly management solution 
for today’s print and digital publications. Customers receive attractive pricing, on-going 
support that include version upgrades, excellent, customer service and unsurpassed 
system performance that feature industry-leading technology such browser remote 
sales management/order entry tools for outside reps and direct 

access the system. 


How Are Different 

Vision Data has grown steadily listening it's clients and investing heavily prod- 
uct development meet the industry's evolving needs. Our growth comes from in- 
dustry knowledge, innovation and customer loyalty, rather than acquisition and/or 
merger. 


Success Stories 

Publishers today are scaling-back costs, lowering their total resources. Keeping reps 
outside selling ads has become most important has the need for information de- 
mand;VisionWeb Sales CRM provides that ability. With VisionWeb Sales CRM your reps 
can view and manage their accounts, see their goals against monthly actual 

activity and place ads without entering the building contacting accounting. They 
can also view and resend ETears, Statements and Confirmations with touch 
they need increase sales their fingertips through 

secure hosted portal. Sites are recording hours saved time, more efficient 

customer service and increased counts. 


Testimonial/Current Clients 
"Pride product part the recipe, but large ingredient Vision Data's Total Advertising 
software and the capabilities presents. The ease which create graphically appealing 
bold and display ads, colorize ad, paginate, and mainiain record-keeping, has 
helped our classified department grow its product and produce award-winning section. 
Record-keeping and note-taking capabilities each account help our representatives 
more personal and therefore more effective with each account. Thank you, Vision Data. 
done lot growing together, and the journey has been 

Holly Schiferle, Bee Newspapers 
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2010 
INNOVATION 
AWARD 
WINNER 


International Classified 
Media Association 


CarTruckTRADER.com 


AutoConX 
frassifieds.com FarmCountryTRADER.com 
How would newspaper benefit from your product service? 
3701 St. print publishers ourselves since 1989, who have gone through our own digital 
Suite 200B learning curve since 1997, now bring this digital experience, expertise, and 
Sioux Falls, 57106 products you via our flagship: platform.We understand that there 
universal solution your vertical needs. can assess your needs and 
Contact: Rob Hage,CEO you with customizable, white-label solution fit those have 
Phone: 800-944-3276 time-tested and proven business model that can generate you new digital 
E-Mail: short period time. Newspapers can also assured that the 
Rob@autoconx.com platform continuous state product development and 
Website: autoconx.com improvement with its award-winning team. 
Success Stories: 
Who Are hundreds satisfied customers, won the Innovation Award 
robust, yet from the International Classified Media Association, organization 
affordable, vertical platform comprised publishers from countries. 


that will put you the 
seat with your local 
dealers. The entire system 
designed and for print 
publishers. also the 
dedicated digital platform for 
its parent company: Digital 
Community Holdings, Inc. 
(DCH.com) 


Testimonial: 
number years ago started searching for digital solution for our 
That search ended when found AutoConx. 
offers fantastic array products and their service and 
second none. use their auto vertical and number other products and are 
again viable advertising choice for our automotive dealers. 

AutoConx simply the best vendor have used for our business, period.” 


Joe Mathes, Vice President 
Delta Publications, Inc. 
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Southern Lithoplate, Inc. 
P.O. Box 9400 
Wake Forest, 27588 


Contact: 

Steven Mattingly 
Senior Vice President 
Sales Marketing 
Phone: 800-638-7990 
Fax: 919-554-0786 


web printers surpass their color reproduction goals while significantly lowering 


Website: 


Who Are 

Southern Lithoplate, Inc. the pre- 
ferred provider digital premedia 
lithoplates and full spectrum pre- 
press and pressroom technologies for 
newspaper and commercial publish- 
ing. Southern Lithoplate headquar- 
tered North Carolina with 


manufacturing plants North Carolina 


and Michigan. Superior pressroom ma- 
technical support and 
passion for product quality, value and 
performance have made Southern 
Lithoplate the leading supplier and 
service provider North American 
newspaper printers. newspaper 
publishers seek new print opportuni- 
ties and added value for advertisers 
and print buyers, Southern Lithoplate 
innovation improves print quality, 
maximizes production efficiencies and 
company margins. 


Benefits Newspaper 

Southern Lithoplate’s customized solutions deliver superior printability, fast imag- 
ing speeds and repeatable results. Proven Replica HSV and Replica HSV ECO LVC 
violet plates and market share-leading Viper 830® and Viper 830 TPX thermal plates 
enable commercial quality newspaper prices. Our leadership thermal and 
violet plate technologies gives newspaper publishers new ways succeed. 


Why Companies Choose 

Southern Lithoplate not only offers reliable, productive and powerful solutions 
with more come also understand our customers’ work with 
Strategic Alliance Partners create easy-to-implement solutions that help coldset 


operating expenses. Combining best-in-class CtP plates with the best available 


workflow management systems, computer-to-plate devices and color management 
tools allows newspaper companies enhance throughput, increase print advertis- 


ing revenue and generate more color-critical commercial projects. The 
most experienced service and support team backs every package plates, technol- 
ogy and service put together. 


How Are Different 


are constantly growing. Organic growth and targeted acquisitions form the 
foundation Southern long-range strategy. Over the past several years, 
Southern Lithoplate has invested the acquisitions 3M/Imation’s, Citiplate’s and, 
most recently, Konica manufacturing assets and intellectual property 
complement our continuing investment our technologies, plants, products, 


quality process and aggressive, intelligent approach guarantees the 


fastest possible response technology and support needs the newspaper and 
commercial printing markets. 


Testimonial/Current Clients 

“Southern Lithoplate has been our sole plate supplier for more than years,” notes 
Jay Frizzo, President/COO Paducah, Ky.-based Paxton Media Group’s Newspaper 
Division. 

2006, Paxton Media embarked multi-site conversion from analog technology 
comprehensive prepress solutions sourced Southern Lithoplate. 


“Ours mutually beneficial relationship built the trust time and genuine 
respect these two family-owned companies have for each other,” Frizzo 
future success dependent having business partners like SLP that provide their 
expertise and commitment excellence our company.” 
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Alliance for Audited 
Media 


Contact: Kristina 
Manager, Marketing 
Phone: 224-366-6412 

Fax: 224-366-6949 
E-mail: 
Kristina.Meinig@auditedmedia.com 
Website: 
auditedmedia.com 


Who Are 


AAM not-for-profit membership or- 
ganization that exists for the benefit 
advertisers and the media they use. Our 
unique membership defines and dif- 
ferentiates from other 
and advocacy groups because each 
fied look their media brands. 
ing agencies plan media decisions with 
credible, comparable AAM data. 
ers gain confidence and accountability 
for their marketing investments. 


Our vast membership includes the ma- 
jority North America’s top publishers, 
advertisers and advertising agencies. 
Each constituency represented the 
AAM board directors and together, 
AAM members, the board, committees 
and staff play critical role the media 
ecosystem. 


The Most Desirable Demographics Read CRWN: 
61% of Adults wih Professional / Retwied Cocupaton 


Su Times Media, Page 


Benefits 

organization, AAM provides credible, independently verified informa- 
tion that essential the media buying and selling process. industry-developed 
services enhance communication with media buyers, and its new Media Intelligence 
Center provides better understanding the local market with reliable data. 
Consolidated Media Report (CMR) generates comprehensive view across multimedia 
products for newspapers. Audience Snapshot allows U.S. daily newspapers incorporate 
the world print and online readership alongside detailed circulation stats. The Preprint 
Projection Center online tool that helps newspapers streamline preprint quantities, 
zones, dates and distribution days advance the distribution date, updating pro- 
jected circulation data monthly from secure, confidential centralized location. 


Testimonial 

Media buyers are voicing their support for AAM’s CMR. Chris 
Cope, founder/president and CEO ACGMedia and chairman 
the Newspaper Buyers’ Advisory Committee believes that the 
CMR efficiently evaluates each cross-functionality. 
“It’s valuable see multiple channels single document 
have comprehensive picture what evaluating,” Cope 
said.“We can also see where one medium can complement and 
enhance the effectiveness another. This (the CMR) can 
good thing that newspapers should given the flexibility 
fully present the results their various products, but still within 
formats buyers can understand and make media decisions.” 


Chris CEO ACGMedia and 
chairman the AAM Newspaper 
Buyers’ Advisory Committee 


Success Story 

AAM recently created Consolidated Media Report (CMR) for the Chicago Region- 
Wide Network (CRWN), which included The Chicago Sun-Times, one the many news- 
papers affiliated with the media company. With multiple titles and variety 
platforms attached the CRWN name, CMR proved the best option for 
displaying the company’s readership, usage, circulation, and net combined audience 
for print, web, and very flexible report and allowed the opportunity 
really communicate the depth and breadth our portfolio,” said Courtney Price, vice 
president audience development Sun-Times Media. CRWN presented each news- 
reach terms readership through various self-created graphics that, with 
the help customizable CMR, clearly displayed these statics accurate and 
comprehensible manner. 
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25000 Trans-X, Novi, 48275 
Contact: Kern Kuipers 
Phone: (248) 412-8810 
E-mail: sales@puzzleflow.us 


Website: 
www.puzzleflow.com 


Benefits Newspaper 
Newspaper still the business print, and ink-on-paper that “brings 
home the bacon.” 


the recent Key Executives Mega-Conference for Newspapers New 
Orleans, was pointed out during the Executive Roundtable that today, over 
80% newspaper revenue comes from PRINT, and print will account for the 
bulk newspaper revenue well into the future. 


Since print the main source newspaper revenue, and will for some 
time, improving the quality and profitability print production good 
investment. Unfortunately, many see the press-room the only place where 
print production can streamlined. However, prepress area where the 
latest computer and software technology can create significant savings, 
increase efficiencies and improve quality. 


PROINAGE 


WWW.NEW-PROIMAGE.COM 
103 Carnegie Center E-mail: 


Suite 300 
Princeton 08540 


sales@new-proimage.com 


Who Are 


Prolmage America leading developer innovative 
browser-based automated prepress and editorial digital 
workflows, tablet mobile workflows, ink optimization, color 
management, and press registration solutions that help pub- 
lishers and printers reduce their costs. 

Products include, NewsWay advanced digital workflow, 
output management and production tracking solution. On- 
Color ECO Ink optimization reduces ink consumption while 
maintaining the highest possible print quality and available 
SaaS solution. Press Register able processing TIFF 
separations correct for registration issues without having 
touch modify the press. TabellaNews innovative 
Cloud-based solution for the creation digital publications 
for tablet PCs and other mobile devices. 


Replacing prepress software, hardware, and techniques that are little 
years old with today’s workflows and technology can realize significant 
improvements efficiency, automation, and quality. The ability consol- 
idate processes and automate steps, while improving quality and produc- 
tivity, has grown leaps and bounds that very short time. Dynamic 
and powerful systems like Automator are being used today 
companies like Gannett and CNHI establish and automate regional 
production centers and production hubs that process hundreds publica- 
tions day. 


Most importantly, enterprise systems are based scalable 
technology and economical hardware, which means that the same tech- 
nology can used improve quality, reduce production time, and lower 
costs even small, independent newspapers. The same powerful PDF 
engine, workflow management tools, pre-flighting, pre-fixing and 
automation being used large newspaper groups now available and 
affordable for any newspaper, any size. 


Contact find out more about PuzzleFlow WebPairer workflow, 
Automator and page pre-flighting and auto-correction, and ColorSaver 
ink optimization. 


Before ECO 


After OnColor ECO 


How would newspaper benefit from 
your product service? 

OnColor ECO SaaS cloud based Ink optimization 
Service that allows you quickly process your color 
PDF pages over the web. will automatically perform 
GCR operation transform “CMY” components “K”, 
reducing ink consumption 35% while maintaining 
the highest possible print quality and sharpness. auto- 
matically analyzes your PDF files and determines the 
exact amount ink needed produce the best quality. 
The result perfect output using less ink. This offers all 
the benefits ink optimization without having pur- 
chase hardware software. 


Business Directory 
all 


C&W Pressroom Products 
180 East Union Avenue Fax: 201-933-5016 
www.cwpressroom.com 


Who Are 

C&W’s products are top-shelf, are the intangibles. 

hiring and training the most experienced and 
knowledgeable employees and representatives, C&W 
features superior staff. Our research and development 
team strives daily develop technically advanced 
formulations. 

facility and increased capacity allows take 
all new business. 

Our manufacturing team has the ability process and 
ship most emergency orders hours. Our chemistry 
designed print elite product, minimize waste and 
lower maintenance profits for your 
company. 


Libercus 


Viddal Associates 
Website: 
E-mail: info@libercus.com 


orders@cwpressroom.com 


Who Are 


Libercus was built address the specific challenges fac- 
ing the media business. With our innovative implemen- 
tation, support, and consumption-based pricing models, 
WILL lead the industry forward. 


How would newspaper benefit from your 
product service? 


Libercus brings web sites, print products, and e-editions 
life. Generate revenue through profile-based and 
geo-targeted ads, dynamic and searchable electronic in- 
serts, and video with pre-, mid-, and post-roll ads, all 
the context electronic newspaper replica. 


How would newspaper benefit from 
your product service? 


C&W committed providing newspapers with the 
highest quality products has developed 
into one stop shop; supplying the industry with 
Fountain Solution, Silicone, Blanket Wash, Ink, Plates, 
Aerosols, Splicing Tape, Gum Solutions, Additives and 
other miscellaneous chemistry and products. 

fountain solutions are formulated lower water 
and ink settings ensuring rapid migration 

fountain solution into the ink; allowing for faster restarts, 
quicker clean-ups, sharper half-tones and brighter colors. 
These formulations lower the amount water, fountain 
solution, ink and paper wasted; increasing 
profits. 

C&W maintains FOGRA approved formulations. Biocides 
are added eliminate bacteria growth. C&W 
understands the need for quality fountain solution that 
protects the press and the dampening system. These 
formulations will lower expensive maintenance costs 
and control troublesome bacteria growth; increasing our 
profits. 


Why should newspaper 
your solution? 


It’s time leave behind the old ways doing things: 
complex software, separate systems for different pub- 
lishing platforms, expensive on-site infrastructure. It’s 
time for Libercus. 

What differentiates you from 


your competitors? 


Libercus combines the digital and print production 
process into one cloud-based system. All Libercus 
functions are accessible through web browser, re- 
ducing hardware costs and desktop maintenance. 


Archive Box E-mail: carter@small- 
Cheston townpapers.com 
Phone/ Fax: Website: 
360-427-6300 www.ArchivelnABox.com 


Who Are 
ArchivelnABox the newspaper scanning service 
from SmallTownPapers™. The service includes 
everything shipping logistics, high resolution 
scanning, digital copies, hard drives, and online 
hosting. You own and control the scans. Work 
your schedule and budget with contract 
commitment pay-as-you-go. 


How would newspaper benefit from 
your product service? 

the steward your community’s published 
history, you know the value your printed 
newspaper archive. Digital copies preserve your 
archive and make them accessible. Contact today. 


Coupons that travel with you. 
Local. Mobile. Green. 


Kent Myers, CEO 
970.390.7207 
kent@trippons.com 
Website: 
www.trippons.com 


Contact: Kim Lugthart 
Sales Director 
406.531.9056 
klugthart@trippons.com 


Who Are 

Trippons.com provides simple mobile marketing profit center for 
newspapers. Positioning our partners the go-to solution for mobile, 
provide the software and expertise you can provide local businesses 
with smart mobile program. Mobile coupons are being redeemed 
over million Americans this year make easy and profitable for 
you corner the local market share. 


New Profit Center Newspapers 

Use Trippons mobile coupon program, white label with your brand. 
Exclusive sales agreement covers your defined territory; sliding scale 
market size. Our sales training for your team, and expertise launching 
successful local program. Merchants expand their online presence; rise 
search results and use simple cross-channel marketing opportunities. One 
flat annual fee for merchants; revenue share. All data tracked, and 
reported monthly. 


Cy, 


PCF 


Publishers Circulation Phone 

Fulfillment, Inc. 410.821.3485 

502 Washington Avenue Free 

Suite 500 (877) PCF-6668 

Towson, 21204 Sales Contact 

United States Joe Neuhof 
Vice President, Business 
Development 


Who Are 


PCF, the largest U.S. independent newspaper 
home delivery and distribution logistical services 
company, handling over million copies per week 
for more than publications. PCF also handles, 
TMC, single copy and bulk distribution, amenity 
copies, zoned and other special distribution 
programs. 


Explaining Your New-media 
Business Newspaper Executives 
Constant Challenge? 


Rapid and continuous technology changes make tough 
for publishing executives keep current with products 
and services provided new-media companies. 


Our readers constantly ask would create directory, 
listing new-media companies and outlining how they ben- 
efit newspapers. 


Newspaper industry decision makers are looking sim- 
plify their lives, and our new business directory will help 

publishers better understand the products and services 
you sell. 


advertise E&P’s Business 
Directory, please contact: 


E&P Sales 


(949) 660-6150, ext. 214 
sales@editorandpublisher.com 


ASSIFIED 


RTISING 


Phone: 800-887-1615 


Appraisers Appraisers 


KAMEN CO. GROUP 
For Those Who Demand Excellence! 
Follow twitter www.twitter.com/kamengroup 


Customized User-Friendly Page Appraisals Business 


The Leaders Valuing Publications Magazines Shoppers 


New York (516)379-2797 - Email: info@KamenGroup.com 
Expert Valuation Witness Mergers Sales 
Appraisals For All Print Digital Media 
Website, B2B Listing Co. Valuations Worldwide Service 
626 RXR Plaza, West Tower, 6th Floor, Uniondale NY 11556 


KAMEN CO. GROUP SERVICES 


Let provide the high level professional, personal guidance 
and custom solutions that your media entity deserves. 
www.KamenGroup.com 
Global expertise, deep local market knowledge unmatched integrity. 
516-379-2797 info@KamenGroup.com 


Brokers Brokers 

ASSOC 


NEWSPAPER BROKERS APPRAISERS CONSULTANTS 


Thomas Bolitho Edward Anderson 
PO. Box 849 + Ada, OK 74821 P.O. Box 2001 * Branson, MO 65616 
(580) 421-9600 bolitho@bolitho.com 338-6397 


www.nationalmediasales.com 


KNOWLEDGE EX 


KAMEN CO. GROUP SERVICES 


www.kamengroup.com 
broker the sale newspapers, magazines and shoppers. 
Let help you secure qualified buyer. 


516-379-2797 


GAUGER MEDIA 
SERVICE, INC. 


Dave Gauger 
P.O. Box 627, Raymond 98577 


(360) 942-3560 
www.gaugermedia.com 


Advertise direct 
the industry! 


editorandpublisher.com 


E-mail: 


Fax: 866-605-2323 


Announcements Announcements 


KAMEN CO. GROUP SERVICES 


know valuations. know deal-making. 
know the industry. 
like get know you, too! 
626 RXR West Tower, 6th Floor, Uniondale 11556 
516-379-2797 info@KamenGroup.com 


FOR SALE 


21.5” cut-off Goss SSC with SSC-8084 folder, two 
2-highs and Martin EC838 zero speed splicers. 
Harris folder Quantum digital drive 
Harris with JF7 foider. 
Goss Metroliner press 


CALL WITH YOUR IDLED PRESSES 


* 


NEWSPAPER MACHINERY LLC 


(913) 492-9050 www.iniandnews.com 


DON’T SELI 


YOUR WEB PRESS 


Until you contact 
Newman International Web Press Sales 


“Worldwide Marketing Commercial 
Web and Newspaper Presses” 


PRESSES WANTED: GOSS COMMUNITY, URBANITE, 
METRO UNIVERSAL; HARRIS V15D, V25, V30; 
SOLNA; KING; TENSOR; DAUPHIN 


FOR SALE: 1998 NEWS KING UNITS, $4,000 EACH; 
FOUR UNIT GOSS COMMUNITY, 3/4, WITH COMPEN- 
SATORS, SIDELAY AND RUNNING CIRCUMFERENTIAL 
REGISTER ALL UNITS, SMALL IOWA WEEKLY, 
$25,000 


NEWMAN INTERNATIONAL, LLC. 


APRIL 2013 E&P 


Please tell them you 


Phone: 800-887-1615 


Publications For sale 


PROFITABLE 10-YEAR-OLD 
ONLINE ENGLISH-LANGUAGE 
5-day daily tropical Central 
America for sale due retiring 
owners. Great potential for contin- 
ued growth with incoming boo- 
mers. Minimal overhead. Low six- 
figure income. Woridwide reader- 
ship. International impact. Good 

books. 
latinpartners@yahoo.com 


Wanted 


PUBLICATIONS FOR SALE KAMEN 


B2B Mag, East Coast Sport Fishing Mag Group, Seasonal and 
Weekly Newspapers, Famous Coupon Queen Digest Mag, Aviation/Pilot 
Newspaper, AZ, PA, MO, Regional Mags, Environment and 
Automotive Mags, Health/Wellness Mag, Ohio Shoppers more. 


info@KamenGroup.com 516-379-2797 


Publications For sale 


the industy 
the industry. 


PUBLISHER 


Help Wanted 


MEDIASPAN 


Software Installer/Trainer 
MediaSpan Group, Inc. looking for motivated, personable individuals 
travel throughout the United States and train individuals to use our circula- 
tion software applications. This entry-level position involves implementing a 
browser-based software application for new and existing customers and train- 


ing users features and functionality. 


The ideal candidate has bachelor’s degree along with some work experience 
and also meets one more the following requirements: 


Circulation management experience publishing environment 
Familiarity with circulation accounting and financials 
Proficient with computer software applications and relational databases 


Other necessary skills: 
+ General knowledge of newspaper operations 


+ Basic accounting knowledge 


Teaching and/or customer service ability 
Excellent organizational skills and strong attention detail 
Ability manage multiple projects under tight deadlines 


Able work independently 


+ Ability and motivation to learn technical skills 
Excellent written and verbal communication skills 


Ability travel and work location 50% the time 


MediaSpan Group, Inc. offers excellent work environment and benefit 
package. This position based our Ann Arbor, Michigan office. 
Relocation assistance, applicable, the Ann Arbor area will 
provided. Please send cover letter detailing your experience and resume 
recruiting@mediaspansoftware.com 


For more information about our company, visit 
http://www.mediaspangroup.com 


Please tell them you saw 


PUBLISHER 


Help Wanted 


ADVERTISING DIRECTOR 


The looking for 
strong leader who seeking re- 
warding and challenging position. 
are looking for person who can 
successfully lead and manage sales 
daily newspaper with circulation 
between 10000 and 15000. are 
located Petersburg Virginia. 


Responsibilities include developing 
sales goals and projections working 
with the staff obtain goals devel- 
oping strategies grow business 
coaching and training both the of- 
fice and the field and motivating 
the staff. 


The candidate must organized en- 
ergetic self-motivated have good 
time management skills have the 
ability multi-task enjoy being 
team leader enjoy fast paced envi- 
ronment have good understanding 
digital and interested selling 
an excellent product. EOE. 


Send resume and cover letter 
cindymorgan@progress-index.com 


Help Wanted Special 


100 words text 
month print weeks online 


$125.00 


Call 1-800-887-1615 
place your today! 


Fax: 866-605-2323 


Help Wanted 


DIGITAL SALES MANAGER 


The Fairbanks (AK) Daily News-Miner 
seeks Digital Sales Manager 
oversee our online sales strategy. 
are looking for proven track record 
success online media sales sol- 
understanding the digital envi- 
ronment and the motivational and 
managerial skills train and lead 
eager sales team. This unique op- 
portunity with tremendous online 
potential. The News-Miner 15000 
circulation seven day daily inde- 
pendently owned and provided with 
the resources and tools needed 
succeed and grow. Fairbanks wide- 
known for its beauty recreation 
but also boasts top university and 
numerous cultural activities events. 


Send your resume references and 
salary requirements 
Laura Newsom director 
Inewsom@newsminer.com 


GROUP ADVERTISING DIRECTOR 


Group advertising director needed 
for several closely-connected papers, 
including three county seat publica- 
tions located in North Central Ohio. 
Requires dynamic, high energy, high- 
motivated and experienced Rain- 
maker who can work with and inspire 
some very good people. Proven track 
record of past a must. Position offers 
excellent compensation package and 
generous profit-sharing. 
Email resume and cover letter to: 
rgeary@delphosherald.com 


Help Help Wanted 


NEWSPAPER SOFTWARE SOLUTIONS 


Brainworks Software looking for motivated people 
with strong experience newspaper advertising, 


circulation, billing systems who would like part 
exciting company with products that are taking 
the industry storm. 


We're looking for project and implementation people with: 
Hands experience with vendor practical newspaper experience 
Skills Organizational skills Teaching ability 
The position requires 50% travel. 
email your resume hr@brainworks.com 


editorandpublisher.com 


Help Wanted 


NEWSPAPER SYSTEMS 
SALES EXECUTIVE 


About the Job 


*Do you have experience selling with 
specific knowledge newspaper 
and local media practices? 


you enthusiastic about provid- 
ing technology solutions that help 
publishers maintain and grow reve- 
nue while improving quality and re- 
ducing costs? 


*Do you have established network 
of senior newspaper staff contacts? 


you comfortable making online 
presentations? 


you answered YES all the 
above, like talk with you. 
Software Consulting Services, 
LLC, leading technology company 
looking for new team member 
play integral part the growth 
our business. 
Please email your resume 


cichelli@newspapersystems.com 
Subject: Sales Opening 


PRESS ROOM 


per revolution? Then you need 
come Ohio. Because happen- 
ing here. More specifically The Co- 
lumbus Dispatch. January after 
140-plus years successfully 
switched from broadsheet first- 
of-its-kind format. The format 
launched resembles tabloid size, 
but not tabloid. has full sec- 
tioning and more versatile color 
availability. And our readers love it. 
Because the new success 
we're bursting the seams with 
STABLE FULL-TIME pressroom work 
national hunt for full- 
time journeypersons. We're taking on 
work from all directions. addition 
printing The Dispatch every night 
also brought in-house several 
additional publications for produc- 
tion including some other Ohio 
newspapers. need you. There’s 
opportunity for you here beautiful 
affordable central Ohio. Opportunity 
for you take part printing rev- 
olution. 

For full description the 
position well the 
qualifications looking for 
candidates please visit 
dispatch.com/careers. 

You can apply there too. 


are Equal Employment 
Opportunity Employer. 


Wanted Help Wanted Help Wanted 


Product Manager 


MediaSpan, dynamic, Ann Arbor-based Software Company has immediate opportunity for Product Manager its 
Product Development group. 


About 


MediaSpan powers digital content management and online marketing solutions for the world’s leading media compa- 
nies, including Gannett, Advance Publications, Australian Radio Network, Citadel/ABC Radio and Sun Media. Over 3,000 
local newspaper, radio and television properties leverage our digital content management, online marketing, web pub- 
lishing e-commerce and online promotional solutions. 
provide enriched work environment that fosters growth, inspires professional excellence and encourages success 
providing: 

Professional development. 

Excellent benefits including 

Role Summary 


This position will work part team deliver solutions for the Product Development Group, focusing the direc- 
tion and management their product line. 
Essential Responsibilities 


Managing the entire product line life cycle from strategic planning tactical activities. 

Specifying market requirements for current and future products conducting market research supported on-going 
visits to customers and non-customers. 

+ Driving a solution set across development teams (primarily Development/Engineering, and Marketing 
Communications) through market requirements, product contract, and positioning. 

Developing and implementing company-wide go-to-market plan, working with all departments execute. 

Analyzing potential partner relationships for the product. 

* The success (high quality, on time, on budget) of the programs / projects reporting to him / her. 

* Structuring the overall project plan, budget, schedule, and staffing requirements. 

Provide weekly status reports, project tracking updates, and overall assessments senior management and team. 

Ensure entire project team aware progress through face-to-face 


Qualifications and Requirements 


The ideal candidate will have experience in a fast-paced online environment, experience working with media clients and 
advertisers, a head for business as well as technology and a drive to move into progressively more challenging roles. 


Required Qualifications 


Bachelor's Degree business, computer technology, communications related field 

2-3 years product management experience, from concept delivery. 

Proven track record for staying within budget and meeting deadlines. 

* Team-oriented experience highly desired. 

Knowledge and experience developing large projects and managing diverse teams. 

Work effectively with senior-level executives and have significant client-interfacing experience. 

Stays current with rapidly changing technology and applies business needs. 

Very good communication skills with ability communicate technical information both technical and non-technical 
audiences. 

Required Characteristics 


Self-motivated. 
Strong commitment the delivery high quality products. 
Strong interpersonal skills, maturity, good judgment and capability communicating with diverse range individuals. 
Demonstrated ability lead people and get results through others. 
* Ability to think ahead and plan over a 1-2 year time span. 
Demonstrated ability think creatively and innovatively. 
Outstanding written and oral presentation skills. 
+ Exceptional organizational dexterity. 

Required Technical Skills 
Experience creating business plans. 
Experience writing use cases. 
Experience developing managing project plans. 
Proficient Word, Office, PowerPoint, and Project equivalents. 
Experience using issue tracking systems. 
Strong experience all aspects the software lifecycle. 


Other Skills That Will Definitely Pique Our Interest 


Experience working Agile environment. 
Experience with CMS (Content Management 
Experience with multi-channel publishing (Web, Mobile, Tablet, etc.). 


MediaSpan Group Equal Opportunity Employer. 
Please send cover letter detailing your experience and resume recruiting@mediaspangroup.com 


editorandpublisher.com 
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shoptalk /commentary 


Careful What 


You Wish For 


Legislative fix could prove more favorable 


than courting the Supreme Court 


Sandy Davidson 


Pittsburgh Post-Gazette 
should rethink appealing its 

Jan. loss Publishing 
Co. Aichele, which the Third 
Circuit upheld dismissal the news- 
paper’s lawsuit challenging Pennsyl- 
vania’s election law that all persons, 
with some exceptions, must remain 
least feet from polling places dur- 
ing voting. The paper filed its original 
suit because when Pennsylvania starts 
enforcing its new photo law, 
wants journalists able observe 
what happens sign-in tables. 

But the Supreme Court rules 
against the paper’s appeal, could 
also overturn the 2004 Sixth Circuit 
decision Beacon Journal Publish- 
ing Co. Blackwell, which permits 
reporters inside Ohio polling places. 

The Third Circuit refused adopt 
the Sixth Circuit’s decision, calling its 
reasoning “ambiguous best.” That 
seems fair. Although the Sixth Circuit 
never said polling places are public 
forums places where anybody can 
speak out did use the public 
forums test. uphold restrictions 
public forums, courts demand both 
compelling reason for the restric- 
tion and narrow tailoring. This “strict 
scrutiny” test difficult pass. 

expressly saying polling places are 
not public forums, the Third Circuit ap- 
plied easy-to-pass “reasonableness” 
test and upheld law 
keeping the press outside polling places. 

The Third Circuit probably cor- 


rect that polling places are not reporters have more right access 


forums. so, the handwriting 
the wall: The Supreme Court will use 
the lower reasonableness standard, 
and Pennsylvania has good chance 
winning the suit. 

The result would loss not just 
for the Post-Gazette, but also for jour- 
nalists nationally. 

its opinion, the Third Circuit 
showed Humpty Dumpty lack 
respect for logic. rejected the Sixth 
Circuit’s public forum analysis,.but 
then said that “adopting traditional 
forum analysis ... sets dangerous 
precedent which permits the govern- 
ment too much freedom hide their 
activities from the public’s view.” 

What? How curious. The Sixth Circuit 
opened polling places the press, the 
Third Circuit closed polling places 
the press. Then the Third Circuit said 
the Sixth Circuit “permits the govern- 
ment too much freedom hide their 
activities from the public’s view”? No, 
the Third Circuit’s “reasonableness” 
test that permits government hide its 
activities instead holding its feet 
the fire strict scrutiny. 

While the Sixth Circuit ends with 
what open-government enthusiasts 
consider the right result, its analysis 
messy. The Supreme Court may 
well use the Third Circuit’s analysis 
with its reasonableness test, and may 
even straightforwardly shut down ac- 
cess polling places. 

The press has special right 
access, the Pittsburgh Post-Gazette 
wading into weedy water. The Su- 
preme Court has repeatedly held that 


than does anybody else. For example, 
reporters have greater rights 
access prisons. 

Who qualifies reporter remains 
increasing problem. The Third 
Circuit expressed concern about “con- 
fusion and chaos that would result 
from potentially limitless number 
reporters polling place.” said 
that who qualifies member the 
press “almost boundless” nowadays: 
“Access blogs, smartphones, and 
extensive network social media 
sites ... have transformed all into 
potential members the media.” 

The solution, there “chaos” 
problem, lies legislative fix. 
Pennsylvania provides for “overseers” 
and “watchers” inside polling places. 
the legislature also wants list the 
press among those permitted inside 
polling places, perhaps could bor- 
row its definition journalist from 
Pennsylvania shield law “person 
engaged on, connected with, em- 
ployed any newspaper general 
circulation any press association 
any radio television station, 
any magazine general circulation, 
for the purpose gathering, procur- 
ing, compiling, editing, publishing 
news ...” Pennsylvania could also limit 
the number journalists present, the 
way limits the number witnessing 
executions more than six. 

Relying the legislature fix the 
problem instead taking the case 
the Supreme Court may seem like 
choosing between Scylla and Cha- 
rybdis. But Supreme Court ruling 
against the Pennsylvania press could 
spell trouble for reporters all over 
this 


Sandy Davidson, Ph.D., J.D., 
teaches communications law 
the University Missouri School 
Journalism and School Law. 
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Dear E&P Readers: 


gives great pleasure 
announce the immediate 
availability our new HTML 
Multi- offering! 


This offering enables you monetize your 
premium display inventory top tier CPM rates 
across all desktop, tablet mobile devices. Plus, 
you will love our flexible working relationship 
structure... 


Sincerely, 


AMP 


your adv vertis sing 


has over 500 new features and 
report, publish, and centralize operations easy-to-use 


browser-based system. 
you how our SaaS self-hostec 
ystems start saving and making you more money 


TODAY! 


mediaspangroup.com 


j 


